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If your future is 
concerned with the 
women’s mass market 
your future is inevitably 
concerned with 
WOMAN’S OWN — 
every issue of which is read _@ 
by more than a quarter of 
all the women in Britain. 
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STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, 
TOWER HOUSE, SOUTHAMPTON STREET, W.C.2. TEMPLE BAR 4363 (40 lines) 
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To The Editor... 


a slick interesting to see what action is sundry that “the difference is in fo) 744) 
of taken by the IPA and ISBA to the power.” u Ca 
jece justify their decision. We consider that their highly- | n Te} \ 
P sng F. A. ANDERSON paid copywriters, who apparently | 
4ver in Salisbury Road, are still short of ideas, might let | On 
t Eastcote, Pinner, us have a short run before they HA wy 
% abou Middlesex. borrow our slogans. In any case, | F z 
; wha [See page 4.-EpiTor.} we shall cease to use “Hear the ir a 
2 difference” immediately some Thy 
firm advertises “Smell the dif- Org 


a The mateh-book ‘<0 


} 
Our advertising agents, Austen- | 


* Johnson Advertising Ltd., who 
that wasn i co-operated with us in the pro- 
duction of this series of ads, are 


° Sir,—May I make a plea to pow having to do some serious chance of winning is a gross 
Nielsen should advertisers not to be too clever. thinking in an attempt to pro- misconception of the purpose of 


ral 


It can be such a boomerang. A_ vide a slogan which cannot be the National Public-Speaking 

be answered week or two ago I received some slightly amended to suit other Contest. The Mancunians seem 

advertising matter from BOAC. products. to regard the contest as a means 

Sir,—Your article concerning It was quite interesting and | read E. Morris, adopted by the Advertising 

the contract for measuring tele- through it. Among other things General sales manager. Association to give _ silver 

vision audiences in last week’s it contained a match booklet. |) Truvox Ltd.. trophies to certain of its members 
issue calls for serious comment — glanced at this and put it into my Lyon Road, —preferably Lancastrians. 


by those who have been taken desk thinking it might come in Harrow. 
to task by Mr. Nielsen. He puts useful on some future occasion. in fact, to encourage the study 
forward a case that implies that Sure enough, one afternoon | and practice of public speaking 
the inferior service was chosen wanted a match very urgently, in the club movement: to raise 
by the IPA and ISBA and the’ had no matches and no lighter. A challenge to : 


the standard of public speaking 
programme contractors and I feel and suddenly remembered that I among those engaged in adver- 


sure that these organisations will had put this match booklet into the Mancunians tising and prepare competent 


no doubt correct any statements speakers for the platforms pro- 


which are not true. THIS WEEK Sir,—In your issue of Novem- vided by public relations for 
I am concerned, however, that 


The purpose of the contest is, 


ber 18, 1955, you quoted from a = advertising. The silver and the 
Mr. Nielsen’s allegations concern- Stady ETE oy aa complaint by the Manchester winning of the contests is, | 
ing the British Advertising Publicity Association that the hope, incidental to that purpose. 
Industry should receive so much NEXT WEEK original object of the National It should be remembered, also, 
publicity in such a widely circu- §¢yart Lewis reviews latest posters Public-Speaking Contest had not that to confine teams within an 
lated journal in the US. This been adhered to. That object age limit of, say, thirty years, 


could be yet another body-blow my desk. Full of good will to was stated by the Manchester would mean fewer teams enter- 
to the reputation we once had wards BOAC. 1 went to strike a Association to be the encourage- ing. Many clubs already find it 
for complete fairness and honesty match To oa hewer when 1 ment of “young men in adver-_ difficult to enter a team, through 
in such dealings. _ opened the booklet there were no _‘'S!M8, €ager to learn more of the lack of numbers. If it is to be 
I q > ‘ , ; . ” > > < Ta) 
Pa... eee — one o matches there but merely a folded sg = Beg | » ane a, peer yng + I som ea 
| — . 7 € mass of completely useless litera- _ 'D°Y,@l¢ Mot like their novices Se pegs 
} British contract. But it is to be |. competing with “a number of sentative as possible and of the 


hoped that his allegations will ’ ey ; suave gentlemen whose grey hairs highest standards attainable. At 
be closely "investigated and, Was 60 infuriated and cross lied their seeming inexperience presen, only ten or twelve club 
appropriate action taken to ’ pgs, on the platform.” They found out of the thirty-two take part 
ensure that the advertising people pon awggbey Sault it objectionable that those taking each year, and most of them are 
on both sides of the Atlantic are , part in the final of the third from the Midlands and the 


given the full facts. —— Bah yp bog he Pap contest resembled those in a South. 


: Roy WILLOUGHBY. boot of Silt dhe university union debate. They _ Surely the men and women 
Chesham Bois, = 8 ——— refused to enter for the fourth from Manchester should enter 
Bucks. c eer " ARRON contest because their inexperi- for the next contest and play 
— Orresos ; enced speakers did not stand a their part a ae po eee 
; >hance. of it. We all hope, too, that their 

Slur on British chance. | P 


: It difficult to believe that performance will be so high that 
Cee, = ae ents ee eee ee 


remarks came from a__ they will win and raise the stan- 


. - 3 ° 
advertising ? : county with some renown—at dard to a higher level than it has 
Sir,—In March of this year we least in football and cricketing already reached. To do this they 


Sir.—I personally have no announced a Truvox Tape Re-  circles—for its sporting conduct. will have to enter the best 
knowledge of the merits of Mr. corder and used the slogan “Hear I have yet to discover that the speakers in their public-speaking 
Neilsen’s case concerning the the difference” and we have con- combination of suavity and grey  section—whatever their age, sex 
award of the TV audience mea-  sistently used this phrase to date. hairs is the mark of a good and hair colour. 
surement contract to the TAM _ It now seems that we shall have speaker. Secondly, the standard If Manchester would like to 
company, as reported in last to drop our phrase as we find that of public speaking, as such, is dispute with me in person, I shall 
week’s ADVERTISER'S WEEKLY. manufacturers of vacuum usually very low in university be happy to visit them and brave 

I do feel, however, that the cleaners are asking their prospec- union debates. Very often they the rain of their disapproval—but 
implications in his attack are tive customers to “See the differ. are staged performances with they will have to pay my fare! 
more than a “slur” on British ence,” underwear manufacturers only distinguished guests making ‘ B. G. Tozer, 
advertising. In the light of the tell readers to “Feel the differ- true and adult speeches. Instructor to the Public- 
much-publicised need for PR for ence” and headache powder Finally, to refuse to enter the Speaking Section of The 
British advertising, it will be manufacturers inform all and competition because there is no Publicity Club of London. 
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DO YOU WANT YOUR OWN OFFICE 
ON THE CONTINENT? 


Large international firm with offices 
in Belgium wishes to represent 
important British publishing house, in 
order to deal with its Continental 
business. 

The office already controls loose 


sales, subscriptions and advertising 
in various Continental countries. 
Correspondence in English, French, 
German and Dutch. 

British firms interested in their own 
Continental office are asked to write 
to 


Box No. 4020 ADVERTISER'S WEEKLY 
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~ Womans Illustrated circulation 1 
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F ) wy 
| 250,000 in 2 years 
. WOMAN’S ILLUSTRATED circulation has risen y¢ you want to sell to an " | 
A ; by 48.7% in the last two years—a percentage increase _ active, jumping, a 
- higher than any other woman’s weekly magazine in  “get-out-and-buy” market, > _ 
ae the same period—and the latest figures show a still WOMAN’S ILLUSTRATED cae &f 
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CHANGES AT THE TOP OF LONDON AGENCIES 


LPE SURPRISE: Cyrus Ducker 


leaves the board 


‘TO TAKE UP IMPORTANT APPOINTMENT’ 


S URPRISE announcement this week was that Cyrus Ducker 
has resigned all his directorships in the London Press 
Exchange group “to take up an important appointment in 


advertising.” 


A statement said: “The board of LPE has under the 
circumstances expressed its willingness to release Mr. Ducker 


forthwith.” 

Mr. Ducker had been with the 
agency since 1938, apart from 
war service. Details of his new 
appointment are not expected 
before September. 

C. A. §S. Ducker began his 
advertising career in 1930 after 
leaving Balliol College, Oxford, 
as a copy- 
writer with 
E. Walter 
George Ltd. 

Later he was 
with Derricks 
& Crawfords, 
In 1934 he 
joined the 


Siviters | 
agency 
(nowEveretts 
Advertising) 
leaving them 
in 1936 to become publicity man- 
ager of the Daily Mirror and 
Sunday Pictorial. 

He went to LPE in 1938 as 
manager of the production 
department. 

During the war he served with 
the Royal Artillery in the Far 
East, reaching the rank of 
Lt. Colonel. In 1944 he was 
appointed Director of Service 
Relations at Admiral Mount- 
batten’s HQ in South-East Asia 
Command and was associated 
with Frank Owen in the forma- 
tion of the SEAC newspaper. He 
established Radio SEAC in 
Ceylon for beaming programmes 
to Burma. 

Mr. Ducker rejoined LPE in 
1946 and became a director in 


Cyrus Ducker 


1948. He also served on the 
boards of Research Services Ltd. 
and Intam Ltd. and in 1955 was 
appointed vice-chairman of 
Immedia Ltd. 


He was chairman of the TV 
Advisory Panel of the Institute 
of Practitioners in Advertising 
and played a major part in the 
negotiations which, led to the 
setting up of independent 2. 


SIR FREDERIC, Now 


Sir Frederic Hooper, managing 

director of Schweppes Lid., is seen 

with his wife, after receiving the 

accolade of Knighthood from the 

Queen at Buckingham Palace en 
—- 


OTHER NEWS 
HIGHLIGHTS 


@ TAM cracks back 4 
and Nielsen replies... P+ 
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a French Congress . . . P+ 10 
Graphic Arts — page 59 
Mainly Personal — page 60 
Current Advertising—page 64 


Profound belief 


in TV —warter 


In his statement to be presented 
at the annual meeting of Asso- 
ciated British Picture Cerpora- 
tion Ltd. Sir Philip Warter, 
chairman, says: 

“I believe that television will 
become the most effective method 
of advertising and promoting 
films. ... We have a profound 
belief in this new industry.” 

A trading loss of about £100,000 
een for ABC Television 
t 


NEW DIRECTOR FOR C. W. HOBSON’S 


On September 1, John Dunkley, 
a director of McCann Erickson 
Ltd., is joining the board of 
Charles W. Hobson Ltd. as an 
executive director. 

After nine years with Young & 
Rubicam, the latter part of 
which he was an associate direc- 
tor on the account control side, 


Mr. Dunkley became marketing 


manager of Beechams Foods. 
Gordon W. Hall will join the 

agency's television department 

in September. 
His early experience in television 
included a period with the NBC 
affiliate station in Houston, 
Texas, and as an instructor of 
radio and television at Baylor 
University. Since 1953, Mr. 


Hall has been working with 
J. Walter Thompson in New 
York as television producer 
and director. 

On July 23, Philip Smulian will 
join the marketing and market 
research department. His ex- 
perience has been with Bovril 
Ltd., Chappie Ltd. and FMS 
(Farm Products) Ltd. 
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TELEVISION AUDIENCE-RESEARCH CONTROVERSY 


‘Nielsen DID bid for contract’ 
says Maddan 


BUT TAM SERVICE ‘BETTER, CHEAPER’ 


TELEVaION AUDIENCE MEASUREMENT (TAM) have 
flatly rebutted the allegation made by Arthur C. Nielsen that 
his Nielsen Television Index were not given an opportunity to 
bid for the television steering committee’s audience measurement 


contract. 


Martin Maddan, MP, a director 
of TAM, insisted to pressmen on 
Monday that Nielsen and TAM 
both bid for the contract, and 
that TAM were given it because 
they provided a more prompt, 
reliable, accurate, and compre- 
hensive service at less cost. 

Deriding Mr. Nielsen’s sugges- 
tion that TAM may have been 
awarded the contract because of 
a fear that if they did not get it 
they might be driven out of busi- 
ness and Nielsen might then sub- 
sequently raise their price, Mr. 
Maddan claimed that TAM was 
backed by the financial resources 
of the whole Attwood group— 
which included also Attwood 
Statistics, the Wallace Attwood 
Company (management and 
market research consultancy), the 
Bedford Attwood Co. (product 
research and development), and 
the Wallace Attwood College 
(correspondence courses in 
marketing and allied subjects). 


‘Unfortunate accusation’ 


Mr. Maddan was answering 
allegations made by Mr. Nielsen, 
who is president of A. C. Nielsen 
Co., and published in the 
American journal Advertising 
Age (see ADVERTISER'S WEEKLY, 
June 6 issue), and to which 
Bedford Attwood, governing 
director of TAM, has now sent a 
brief reply to Advertising Age. 


Mr. Maddan said that the 
unfortunate thing about Mr. 
Nielsen’s accusations was that 
they were an attack on the 
whole Bri advertising 
industry. 


American interests 


On the steering committee, he 
said, there were members who 
used TAM, others who used 
Nielsen, and they made a detailed 
study of the two systems, both of 
which had appeared before the 
technical sub-committee. He also 

inted out that American 
interests were represented on the 
steering committee by American 
members of the Institute of 
Practitioners in Advertising and 
of the Incorporated Society of 
British Advertisers. 

Scouting Mr. Nielsen’s state- 
ment that TAM had “chosen to 
sell its entire service to the steer- 
ing committee,” Mr. Maddan said 
that many people who were not 
governed by the steering com- 


mittee had a direct contract with 
TAM, and that TAM had direct 
contracts with certain members 
of the committee for the supply 
of audience composition re- 
search. In terms of money, 
rather more than half of TAM’s 
service had been sold to the 
steering committee. 


He also claimed that, even 
before the steering committee 
made its decision, TAM 
already 80 per cent 
of the television audience re- 
search business in this country. 


_Answering Mr. Nielsen’s 
criticisms of the _ technical 
efficiency of the Tammeter 


system, Mr. Maddan defended 
the use of a mechanical clock 
and an electrical recording de- 
vice. He said that because of the 
power situation in this country, 
mechanical clocks were more 
reliable; they would continue 
working during a power failure 
and would not need restarting or 
resetting. On the other hand, the 
electrical recording system would 
stop and restart at the same time 
as the television set. 


: NO COMMENT FROM | 
- TV COMMITTEE 


ADVERTISERS WEEKLY: 
asked Major George Harrison, : 
of London Press Exchange : 
Ltd., chairman of the tele- : 
vision steering committee, if : 
he had any comment to make : 
on the TAM-Nielsen argu- : 

. ment. He replied: “I believe : 
: that no good purpose is served : 
: in my being brought into this : 


COW: GATE 
CreamCompetition 
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Campaign for 
Photo Fair 


The Photo Fair is to be held 
at Olympia from April 11 to 17, 
1957, it has been announced by 
British Organisers Ltd. When it 
was held in Horticultural Hall, 
Westminster, last year, more than 
£1,170,000 worth of photographic 
equipment was installed. The 
organisers estimate that in 1957 
the value of the exhibits will at 
least double this amount. 

Willings Press Service Ltd. are 
at. present publicising the Fair in 
trade and technical journals. 
Next spring there will be a big 
scale national campaign, involv- 
ing general and trade press adver- 
tisements, and posters. 


W. G. Leech, of Ilford, receives first prize in the Cow & Gate cream com- 


petition, from Lt. Col. W. 
Dairy Co., Lid. 


Gates, chairman of Cow & Gate and Dominion 
The prize was either a fortnight’s holiday for Mr. Leech 


and his family at a Butlin’s Holiday Camp with £100 to spend or £200 in 


cash. 


Mr. Leech chose the £200. Clifford Bloxham & Partners Lid., 


advertising agents for Cow & Gate, said that the competition, which was 
advertised in the national press, proved to be one of the most effective 
merchandising operations yet launched for Cow & Gate cream. 


‘Second specification,’ say Nielsen 


HE article in ‘Advertising Age’ (June 25) was our reply,” says 

Graham R. Dowson, a director of A. C. Nielsen Co., Ltd., “to 
a number of statements published im ‘Advertising Age’ on May 21 
under the heading ‘Tam Ltd. plucks juciest plums. .. 


“This article regrettably gave 
the impression that a newly 
formed research organisation in 
another country had won a con- 
tract in competition with our 
experienced organisation, and 
that this contract had been won 
on the basis of fair competition 
and on the superior merits of the 
new service. 

“Naturally, we felt it necessary 
to make it clear, to our American 
clients, that TAM’s contract was 
obtained neither on the superior 
merits of its service nor on the 
basis of open and fair competi- 
tive bidding. 

“We emphasised the fact that 
we had repeatedly been denied 
the opportunity to bid on current 
service and were neither investi- 
gated nor consulted by the steer- 
ing committee during the negotia- 
tions which resulted in the 
‘awarding’ of a contract to TAM 
on the second specification, this 
specification being fundamentally 
altered from any previous specifi- 
cation, as is indicated by an in- 
crease in TAM’s quotation, esti- 


mated to be more than five-fold. 
“We have on file letters 
which fully substantiate these 
facts. The files are available 
for examination. 


“Many leading agencies and 
advertisers have also voiced to us 
their dissatisfaction with both the 
outcome and the manner in 
which these negotiations were 
conducted. 

“TAM’s suggestion that our 
reply to the May 21 Advertising 
Age article is a reflection on the 
membership of IPA and ISBA is 
typical of the continued attempts 
to create emotional conditions 
from which presumably TAM 
would profit. 

“In fact, Mr. Nielsen’s letter 
expresses Our company’s great 
confidence in the ultimate judg- 
ment of the business interests 
concerned and he has many times 
voiced publicly this same con- 
fidence. 

“TAM’s comments regarding 
the comparison between Tam- 
meters and Audimeters suggest 


that it is high time both instru- 
ments were made available for 
unrestricted inspection. We re- 
iterate at this time the willing- 
ness we have always expressed 
to co-operate in both respects. 

“It was not our purpose to 
initiate further complaints re- 
garding the recent action of the 
steering committee, or to prolong 
the discussion on this subject, but 
rather to reassure our American 
clients that no other organisa- 
tion had actually developed a re- 
search technique equal to that on 
which our clients have relied for 
sO Many years. 

“However, since this matter 
has now been drawn to public 
attention, we express the hope 
that it will create, among leading 
advertisers, agencies, and pro- 
gramme contractors, a determin- 
ation to ensure that in the future 
every competent research organ- 
isation is given a fair opportunity 
to demonstrate the merits of its 
services and that decisions are 
based on open competitive bid- 
ding devoid of emotion. Only in 
this way can our commercial tele- 
vision be assured of the most 
useful research services at the 
lowest available cost.” 
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TELEVISION CONFERENCE 


Advertisers ‘take stock’ of ITV 
on September 21 


‘THE Incorporated Society of British Advertisers is to hold a 
one-day conference on the theme “Television—the advertiser 
takes stock” on Friday, September 21. 


ISPA to meet 
in Milan 


The International Screen 
Publicity Association an- 
nounces that its second 


annual general meeting will 
be held in Milan on Sep- 
tember 24 and 25, when the 
hosts for the occasion will be 
Organizzasione Pubblicitaria 
Schermo, the Italian Members 
of ISPA. 

Heading the British delega- 
tion will be Gerard Holds- 
worth, managing director of 
Rank Screen Services Ltd. He 
will be accompanied § by 
J. Henry Piperno (vice-presi- 
dent of ISPA) and Lionel 
Gale (general secretary of 
ISP A). 

Plans for the meeting in- 
clude a special viewing of 
members’ productions as well 
as business sessions and social 
events. 


Its object, as stated on the 
official notification sent this week 
to members, potential TV adver- 
tisers, advertising agents, and 
others, is “to discuss the value 
of independent television after 
one year of operation.” 

To be held at the Park Lane 
hotel, the conference will com- 
prise two sessions. In the morn- 
ing the programme contractors 
will each give an account of 
operations during the past year 
and describe future plans. In the 
afternoon delegates will hear the 
views of.a panel composed of 
manufacturers (food, home appli- 
ances, textile, soap and deter- 
gents), a sales director of a large 
store, a chief buyer of a company 
with multiple interests, an adver- 
tising agent, an advertising mana- 
ger, and a research expert. At 
both sessions delegates will ask 


Select-your-decor offices— 


and luxury for the janitor 
THAT’S GORDON & GOTCH’S NEW PREMISES 


In twelve hours flat, last week- 
end, production manager Chris 
Smith—or the “General” as his 
colleagues at Gordon & Gotch 
Advertising have now christened 
him—organised the smaothest 
ever change-over of offices, and 
equipment to Mercury House, the 
agency’s brand new five-storey 
premises in St. Bride Street. 

Building began in 1954 to pro- 
vide a centralised headquarters 
for the agency whose rapid ex- 
pansion since 1949 was restricted 
by the scattered and temporary 
accommodation available. 


Gordon & Gotch Advertising Ltd.'s 
new premises at 20 St. Bride Street. 


The new premises, which were 


specially designed to meet the . 


needs of a modern advertising 
agency, have a 6,000-foot floor 
space, large television studio, 
adequate office accommodation 
for the 100 staff, and a luxury 
caretaker’s flat. 

Each office has been decorated 
and furnished to suit the taste of 
the occupants from a _ selected 
range of ten pastel shades, from 
ice blue to mushroom pink. The 
directors’ suites are lined with a 
light wood veneer. 


Since 1949 the agency—whose 
chief accounts include Smedley’s, 
Sellotape, Wrighton Furniture, 
overseas publicity for Virol, 
Chemico and the Port of London 
Authority—has developed a TV 
department, market research 
facilities and Mercury Informa- 
tion Services Ltd. to handle public 
relations. 


The new premises, however, 
are only a halfway house in the 
agency’s future. Plans are alread 
in hand for Gotch House, still 
larger premises, whose construc- 
tion is at present delayed because 
the site proposed is listed as 2 
plague graveyard. Managing 
director James H. A. Cocks told 
ADVERTISER'S WEEKLY: “It means 
building can’t go ahead on the 
site for ten years legally, but I 
believe a way has been found 
round these difficulties and the 
new building should start in three 
years’ time.” 


questions and describe their own 
experiences. 

“Although the conference will 
commemorate the first birthday 
of commercial television in this 
country, it is in no sense a birth- 
day party,” states Commander 
David C. Kinloch, director of 
ISBA. “It will not necessarily 
be an occasion for congratula- 
tions. The second session in 
particular is designed to give the 
less experienced advertisers in the 
medium an opportunity of learn- 
ing from the experience of others 
—1in particular to hear the views 
of retailers and others concerned 
with selling the goods advertised.” 

The conference will be fol- 
lowed by a dinner-dance—also 
at the Park Lane—which will be 
the Society’s annual social func 
tion for this year. 

ISBA is to hold another full 
conference in the autumn of 1957. 
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‘TV Times’ sales 
contest winner 


Ted Hunt, managing direc- 
tor of Studio Erwin, Ltd., has 
won the 7V Times sales con- 
test. 

Open only to delegates at 
the recent Brighton Confer- 
ence of the Advertising Asso- 
ciation, participants were 
required to estimate a TV 
Times sales figure for the week 
of June 29. 

As a guide, they were given 
figures which showed the 
progressive rise of the TV 
Times from 302,984 in October 
last to 750,000 in April. No 
one hit the nail right on the 
head, a very few estimated a 
decreased circulation, while 
one optimist suggested a cir- 
culation of over 14 million—a 
figure which TV Times adver- 
tising manager Leslie Mander 
says is optimistic by at least a 
few months. 

The actual sales figure was 
844,790; Mr. Hunt's guess 
was 845.575. He was 785 out. 

Mr. Hunt, who has been in 
advertising for over 30 years 
and was entitled to choose anv 
TV set as his prize, selected 
a GEC Console model. 


Over four hundred periodicals—mainly from Western Europe—were on 

display at the Washington ‘First International Book Exhibition’ held 

recently. Trade and professional journals, scientific, technical and literary 

journals, as well as news magazines, general knowledge and illustrated 

periodicals, were on view. Several thousand books were on exhibition 
and Britain was represented by 40 publishers. 


‘People’s Guardian’ to be 
enlarged—printed rotary 


The People’s Guardian, official 
organ of the People’s League for 
the Defence of Freedom, will be 
printed rotary from next week, 
“owing to its rapidly increasing 
circulation.” 

The page size is being enlarged 
to that of a standard tabloid 
newspaper, and the day of 
publication will in future be 
Wednesday, instead of Tuesday. 

It has been found that, in addi- 
tion to its sale to members of the 
People’s League, the People’s 
Guardian is in demand at book- 
stalls and newsagents. Further 
plans are therefore in hand for 


enlarging the paper and makin 
its appeal of a general politica 
nature to the general public. 
This week’s whole-page adver- 
tisements for the League 
appeared in The Scotsman, 
Birmingham Post, Liverpool Post 
and the Yorkshire Post yesterday 
(Thursday). 


ABC AD-DIV MOVES 


As from Monday, July 16, the 
advertisement division of ABC 
—" Ltd. will — to Film 

ouse, 142 Wardour Street, 
London, W.1. 
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it — 


This Littlewoods window display in London's Oxford Street captured 


attention. 


designed 


The main feature, apart from the novelty angle, are the six-foot 
plaster legs, for which special mesh stockings were made. 


Display was 


y Littlewoods’ display section and produced by Winston Clark 


Studios Ltd. 


Record advertising in ‘Woman’ 


With seventeen 72-page issues 
during the first half of this year 
—the others were all 64-page 
issues—Woman has greatly ex- 
tended its service to advertisers. 

Figures showing the increased 
amount of advertising carried by 
the magazine were announced 
this week by Harris Kamlish, 
advertisement director of Odhams 
Press magazines and periodicals. 

The 26 issues in the January- 
June period carried a total of 818 
pages of advertising—an increase 
of 23.3 per cent over the corre- 
sponding period last year and a 
record for the magazine. 

Colour pages available to ad- 
vertisers totalled 276, an increase 
of 29.6 per cent over the 1955 
figure. 

“Even with this extra colour, 
the demand greatly exceeded 
available space. Our colour 
pages are fully booked right up 


MEN ONLY is 
21 years old 


The 21st anniversary of 
“Men Only” will be cele- 
brated with the November 
issue which will be pub- 
lished in October as a 
Special 21st Birthday Issue. 

The issue will have a 
specially designed front 
cover and will carry many 
additional features. A 
national publicity campaign 
will announce the event. 

A promotion folder in 
gold and grey issued this 
week by Stuart Mander, 
advertisement director of 
George Newnes Ltd., gives 
full details of the issue and 
states that advertisement 
copy will be required by 
August 20. 


to the end of the year,” 
Kamlish. 

“Bookings for 1957 are already 
well advanced and in excess of 
those for the same time last year. 

“It is hardly surprising when 
the weekly sales of Woman are 
already well over 3,300,000 and 
still rising, and when the maga- 
zine is read by almost one woman 
in every three in this country.” 


Editorial offer 


An example of the magazine's 
influence on its readers is the 
response to an editorial offer of 
a “pocket weight controller”’—a 
ninepenny booklet of calory 
tables designed as a slimming aid 
—made “in the May 26 issue. 

Over 750,000 orders were re- 
ceived—half a million in the first 
week. More than 40 girls were 
continuously employed through- 
out June despatching copies. 

“This is a remarkable tribute, 
both to the influence of Woman 
and to the life of each copy of 
the magazine,” 


says Mr. 


said Mr. Kamlish. 


JuLy 13, 1956 


ABC figures: first batch 
show little change 


The first batch of Audit Bureau of Circulations figures, which 
are now being issued for the first half of this year, indicate a fair 


degree of stability. _ 
Among the provincial papers, 


the Norwich Mercury series have 


increased their figure by some 5,000, and the Wakefield City Express 
series have gone up by about 7,000. Figures for the national papers 


have not yet come through. 


Jan.-June | July-Dec. | Jan.-June 
1955 1955 1956 

Dudley Herald series ... 34,306 34,049 34,473 
Heywood Advertiser .. 8,506 8,546 8,388 
Middleton Guardian & Blackley & rar Crump- 

sall Guardian 11,523 11,986 11,326 
Rochdale Observer series 78,802 89,595 88,338 
Salford City pttunl 22,076 22,185 22,556 
Display a s 6,750 6,454 6,404 
Fish Selling 14,685 15,209 15,403 
Fishing News 4,987 5,217 5,481 
Good Motoring 42,619 46,522 49,458 
International Trading and Shipping 4,696 4,770 4,8 
North Wales & Weekly News series one 21,350 21,437 21,522 
Dunfermline Press & West of Fife ameter 22,193 22,190 22,466 
Fife Free Press .. 20,753 20,746 21,164 
Tyrone Courier & Dungannon News 7,573 7,595 7,628 
Dublin Evening Mail ... 73,798 70,412 70,176 
Kerryman . nee 29,181 30,449 31,736 
Tipperary Star 10,734 10,709 10,804 
County of Middlesex Chronic le series 45,906 45,026 44,509 
Eastern Daily Press, Norwich : 54,848 55,675 56,036 
Leamington, Warwick, Ketone & Dis- 

trict Morning News 10,996 11,181 11,386 
Burton Daily Mail . we 22,174 22,153 22,438 
Express & Star, Wolverhampton 196,721 192,785 194,056 
Eastern Evening News, Norwieh ... 62,970 64,793 63,463 
Cannock & Hednesford Advertisers 13,847 13,869 14,051 
Norwich Mercury series 76,428 76,122 81,534 
Wolverhampton Chronicle 23,812 20,996 19,389 
Eastern Football News, Norwich . ¢ 53,883 55,744 $1,491 
Sporting Star, Wolverhampton _123,106 124,908 116,497 

Other figures now available. 31.3.55); 26,987 (to 30.9.55); 
are: Kilkenny People, 9,260 25,158 (to 31.3.56). Yorkshire 
(year to 31.3.55); 9,617 (to Sports, 94340 (half-year to 
31.3.56). Chester Chronicle, 31.3.55); 70,428 (to 30.9.55); 
66,490 (half-year to 31.3.55); 87,860 (to 31.3.56). Speedway & 
67,388 (to 30.9.55); 68,110 (to Stock Car World, 9,794 (half-year 
31.3.56). Dewsbury Reporter, to 31.3.55); 12,061 (to 30.9.55); 
22,591 (year to 31.3.55); 22,911 8,202 (to 31.3.56). Mid-Sussex 
(to 31.3.56). Wakefield City Times, 13,328 (half-year to 
Express series, 73,329 (half-year 31.3.55); 13,638 (to 30.9.55); 
to 31.3.55); 74,424 (to 30.9.55); 13,923 (to 31.3.56). Stornoway 
81,213 (to 31.3.56). Football Gazette, 10,662 (half-year to 
Pink, 24,046 (half-year to 31.3.55); | 31.3.55); 10,483 (year to 31.3.56). 
25,520 (to 30.9.55); 23,983 (to Widnes Weekly News series, 
31.3.56). Sports Gazette, 26,562 25,219 (half-year to 30.4.55); 
(half-year to 31.3.55); 19,029 (to 25,710 (to 31.10.55); 26,282 (to 
30.9.55); 25,566 (to 31.3.56). 30.4.56). Printing, Press & Pub- 


Sports Mail, 26,506 (half-year to 


lishing News (new) 3,007. 


Lord Montagu to publish a ‘vintage-car’ magazine 


Charles Fothergill, former 
motoring correspondent of the 
News Chronicle, is managing 
editor of a new motoring monthly 
due out on August 15. 

Entitled The Veteran and 
Vintage Magazine, the new pub- 
lication will embrace all matters 
relating to veteran and vintage 
cars and motor cycles and will 
be the only organ of its kind 
devoted exclusively to a move- 
ment which is growing rapidly— 
not merely in this country, but 
in the USA and on the Con- 
tinent. 

The magazine incorporates 
The Vintage and Thoroughbred 
Car, which ceased publication in 
April, and control of Pioneer 
Publications Ltd. of Colne, 
Lancs., which published it, has 


been taken over by a company 
with Lord Montagu of Beaulieu 
as its chairman 

Lord Montagu, who is himself 
an ardent veteran car and motor 
cycle enthusiast, opened recently 
at Beaulieu Abbey, Hants., the 
world’s first motor cycle museum 
as an addition to his existing car 
museum. As chairman of a pub- 
lishing company, he now follows 
in the footsteps of his father, 
John, second Lord Montagu of 
Beaulieu, one of  Britain’s 
greatest transport pioneers, who 
in 1902 founded Car Illustrated, 
a monthly motoring magazine, 
and was the first motoring corre- 


spondent of The Times and the 
Daily Mail. 


The Veteran 
Magazine will 


and Vintage 
be of 28 to 32 


pages, with a format of 11 in. x 
9 in. The price will be 2s. 

Advertising rates are: Outside 
back cover, £25; inside front 
and back covers, £22 10s. ; inside 
full page, £20; inside half page, 
£12 10s.; inside quarter page, 
£7. Full pages for the first issue 
have already been taken by Rolls- 
Royce, Shell, Rootes, Austin and 
Cleveland. 

Howard S. Cotton Ltd., pub- 
licity consultants, in which firm 
Charles Fothergill continues as a 
partner, will provide editorial 
offices at 88/92 Rochester Row, 
Westminster, S.W.1 (Tel.: 
ViCtoria 3753/4). Charles 
Fothergill, who joined the firm 
last September, is a past chair- 
man of the Guild of Motoring 
Writers. 
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‘Big - scale ventures are 
difficult’—NEWNES’ CHIEF 


Launching a new popular 
paper in the mass circulation 
category involves risks which are 
not fairly related to possible re- 
wards, says H. C. Tingay, chair- 
man of George Newnes Ltd., in 
his annual report. 

“The obvious outcome of these 
conditions,” he says, “is that the 
publisher today is not encour- 
aged too readily to engage in new 
ventures on a big scale.” 

The Group owns sixty-one 
periodicals. Woman's Own 
circulation, now approaching the 
two and a half million mark, is 
attracting colour and monotone 
advertisement space at a record 
level. Circulation of Practical 


‘Provincial press 


Householder exceeds 700,000. 

Referring to Amateur Garden- 
ing, Mr. Tingay says that weekly 
circulation is now in excess of 
240,000, “but the considerable 
seasonal advertising revenue lost 
as a result of suspended issues 
(during the print stoppage) could 
not be made good.” Circulation 
of Tit-Bits is still about a million 
weekly, though sales suffered in 
the printing dispute. 

Earnings for the last financial 
year have fallen by £300,000 on 
the previous figure of £1,527,668. 
As a result of the printing dis- 
pute, 102 issues, spread over 25 
publications, could not be pro- 
duced at all. 


stands out with 


distinction’—Yorkshire president 


Whatever the development of 
new media—such as television— 
may be, the public of this coun- 
try will always recognise that 
their local newspapers are a real 
part of their life. 

So declared Frank Heywood, 
general manager of the York- 
shire Evening News, when he 
was elected president of the 
Yorkshire Newspaper Society, at 
the 120th annual meeting at 
Bridlington recently. 

Mr. Heywood said: “In the 
days to come the weekly, evening 
and daily provincial newspapers 
of Great Britain will exercise, I 
am sure, an even greater influence 
than ever—reflecting freely and 
accurately the life of the com- 
munities they serve.” 

Sincere and complete as 
possible in real news and candid 
in comment, they were something 
which was an integral part of 
their home, business and social 
interests. 

“This strong thread still runs 
steadily in Britain, and day by 
day and week by week the local 
newspaper is turned-to and read 
by millions of our people, who 
know that in its columns there 
is news and information which 
can be relied upon,” continued 
Mr. Heywood. 

“In this, the advertiser who 
uses the columns of local and 


provincial newspapers is given 
the advantage of readers who, in 
consequence, respond with a 
certainty which is wholly de- 
pendable,” he added. 


Mr. Heywood said that the 
provincial Associations had, each, 
important parts to play in the 
general, and particular, guiding 
of effort for the well-being and 
influence of the provincial press 
as a whole in this country—‘“a 
press which stands out with dis- 
tinction and importance compared 
to newspapers in any part of the 
world. 


“The Yorkshire Newspaper 
Society, for many years, has stood 
out clearly and boldly in its own 
area activities and decisions, and 
frequently made its influence felt 
for the good of the Newspaper 
Society nationally,” said Mr. 
Heywood. 


Meeting heavy costs 


President of the Newspaper 
Society, J. Gwyndaf Jones, said 
there was a certain amount cf 
anxiety about the falling off of 
national advertising in the local 
newspapers. “Ways of meeting 
the heavy costs with which we 
are faced, plus the possible con- 
tinuance of this trend, is certainly 
causing some anxiety,” he said. 


Members and. guests of the Yorkshire Newspaper Society, which held its 
annual meeting at Bridlington. Left to right: Miss Jacqueline Heywood, 


Gwyndaf Jones (president of the Newspaper Society), Mrs, E 


. C. Briggs 


(Mayoress of Bridlington), Frank Heywood (president of the Yorkshire 
Newspaper Society and General Manager of the Y.E. News), R. P. Cowan 
(secretary of the Yorkshire Newspaper Society), Or. E. C. Briggs (Mayor 
of Bridlington), Mrs. Jones, John Mitchell (vice-president of the Yorkshire 


Newspaper Society), Mrs. Mitchell and Mrs. Cowan. 
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L. Tanner (deputy editor of “The Grocer’), P. Shepherd (publisher of 
“Chemist and Druggist’’) and John Metcalf (John Hobson & Partners 
Ltd.) judging the £1,000 first prize Sunfresh competition. 


NEW DIRECTOR 
OF ISBA 


As briefly announced last week, 
the Incorporated Society of 
British Advertisers at its annual 
meeting appointed Commander 
David C. Kinloch, as the 
Society’s director in succession 
to Alan Whitworth. He had 
been deputy director since 
October of last year. 

David Charles Kinloch was 
born in Ecclestone, Cheshire, the 
son of Canon M. W. Kinloch, 
OBE, HCF. He was educated at 
Osborne, Dartmouth, which he 
left at the age of 134 to join the 
Royal Navy as a regular. He 
served on the staff of the Royal 
Naval College, Dartmouth, as fla 
lieutenant and personal sta 
officer to CIC Home Fleet; 
and on HM 
Yacht “Vic- 
toriaand 
Albert.” For 
most of the 
war he com- 
manded 
destroyers 
and he has 
also held 
various 
Admiralty 
and staff 
officer ap- 

David C. Kinloch pointments. 

For his 
work on Russian convoys he was 
awarded the DSO and for out- 
standing service while command- 
ing a training squadron, the OBE. 
He is also a JP of Surrey and is 
on the juvenile bench. 

Leaving the Navy in 1946, he 
became development secretary of 
the Overseas League, travelling 


widely and organising Empire 
representation in the Dominions 
and Commonwealth. It was in 


August, 1954, that he joined ISBA 
as assistant to the director. 

Commander Kinloch is 50, 
lives at Guildford, is married and 
has three boys Ss = ai 

“It is my hope,” he states, 
develop the usefulness of ISBA 
on the foundations so well estab- 
lished by Alan Whitworth, | I 
aim to preserve and extend its 
relationship with the Institute of 
Practitioners in Advertising and 
to co-operate closely with the 
Advertising Association and other 
advertising bodies on matters of 
common interest.” 


The “Picture Post’ Girl campaign 
began on Monday. Five girls are 
touring 42 seaside resorts and holi- 
day camps in a—, designed 
“camera” cars. This is Jean Martin, 
who made her first call at Southport. 


ADVICE FOR 


TV WRITERS 


Associated - Rediffusion Ltd. 
has produced an informal hand- 
book for the use of writers, 
would-be writers, and writers’ 
agents titled You want to write 
for Television? This 45-page 
booklet, produced in duplicated 
form, is a straight-from-the- 
shoulder practical guide which 
sets down in blunt uncompromis- 
ing prose exactly what type of 
material commercial television 
can use—and what it can't. 

And what a mine of valuable 
information it is! If any copy- 
writer—and anyone else for that 
matter—thinks he can write TV 
scripts this publication will set 
him on the right path. 


Poster competition: 
big entry expected 


Judging by the interest already 
shown, a big response is expected 
in the British Plastics Exhibition 
hundred-guinea poster competi- 
tion. Entry forms and competi- 
tion rules may be obtained on 
application to the publicity 
manager, British Plastics Exhi- 
bition, Dorset House, Stamford 
Street, London, S.E.1. Latest 


entry date is September 29, 1956. 
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New euctors ton Didcock 


S, C. Peacock Ltd., operating in 
Liverpool, London, Manchester, 
Birmingham and—through _ their 
recent acquisition of Chapman Ad- 
vertising—Halifax, announce five 
new appointments to the board. 
They are made, say the company, 

‘in’ the better interests of local 
government.” 

Liverpool appointments are of 
F. G. Casey and J. C. Palmer. 
F. G. Casey, with experience in 
journalism leading to the assistant 
editorship of Business, joined SCP’s 
Liverpool office in 1954 as senior 
copywriter. J. C. Palmer, apart 
from a break for war service with 
the RAF, has been an agency man 
on the executive side since 1938. 
He joined SCP in 1953 and was 
appointed manager of the Man- 
chester office in 1955. 

London appointments are of 
F. T. Howe, P. C. J. Rossi and 
A. Martin Harvey. F. T. (“Hank’’) 
Howe has been in advertising art 
since 1948. First in a studio and 
subsequently with leading agencies. 
He has been SCP’s London art 
director since 1954. P. C. J. Rossi, 
youngest of the recruits, is agency- 
trained in executive work and 
joined SCP, where he is now a 
senior account executive, in 1954. 
Oldest hand among the recruits is 
A. Martin Harvey who has been in 
advertising longer than he cares to 
remember. He is a founder mem- 
ber of the IPA of which he was 
elected a fellow in 1949. His con- 
cern at SCP is with copy. 


Off to America 


Sailing soon from Southampton 
is E. M. Sefferson, director of 
Glovers Advertising, off for a 
six weeks’ visit to Canada and the 
United States. Mr. Jefferson, who is 
the Glovers director in charge of 
the Joseph Bancroft (Everglaze) and 
G. B. Britton (Dorchester Shoes) 
accounts, will be visiting Quebec, 
Toronto, New York, Wilmington 
and Atlantic City. 

He will be consulting with Ban- 
crofts’ as to the future marketing 
and advertising policy to be carried 
out for “ Ban-Lon,” the recently 
developed yarn bulking process. At 
the same time he will discuss future 
plans for “‘Everglaze.” 

Secondly, he will attend the Miss 
America Contest at Atlantic City, 
where he will concert arrangements 
for the 1957 Miss America to appear 
at the “Everglaze” fashion show to 
be held in London in November. 

Thirdly, Mr. Jefferson is to inves- 
tigate consumer reactions to the pilot 
mail order scheme for men’s foot- 
wear, conducted by Glovers Adver- 
lising, and now under way in 
Canada and the USA for G. B 
Britton & Sons Ltd. 


Lastly, he will take the oppor- 


Apply for particulars to Advertisement Manager Phoenix Building, Berridge Street ,Leicester ,or 47 Hertford Street ,Mayfair, London, W.1. 


tunity to renew contacts. with 

Glovers associates in Canada and 

the USA, with whom he will discuss 

matters of mutual interest affecting 

Glovers and their clients’ interests. 
o* + * 

Mrs, K. D. Falkner succeeds 
W. H. Walmsley as the London 
representative of the Kent & Sussex 
Courier and Sevenoaks Chronicle. 
Mr. Walmsley has retired through 
ill-health. 

* * . 

Leaving Murray-Watson Ltd. 
shortly, to travel with her RAF 
husband to Cyprus, is Mrs. P. L. 
Brunner, who has been personal 
assistant to T. Murray-Watson for 
the past twelve months. Taking 
over from Mrs. Brunner is Miss 
Judith Hayes. 

7 * * 

T. M. Smith has been appointed 
managing director of Alfred Bird 
& Sons. He formerly worked on 
the marketing side of General Foods 
in America before coming to Eng- 
land to join Alfred Bird in 1948. 
He was appointed marketing direc- 
tor in 1954 and assistant managing 
director last January. 

* 


7 * 

Charles Findlay, formerly com- 
mercial printing manager of the 
West African Graphic Company, has 
joined McCallum Advertising, Edin- 
burgh, as production manager. 

* * * 

Miss E. P. Kerr, head of the 
classified department of Sommer- 
vile & Milne Ltd. who was 
married recently, is continuing to 
serve the company. On the occasion 
of her marriage she was presented 
with a silver tea service from the 
staff and a cheque from the direc- 
tors as a mark of appreciation for 
the excellent service she has given 
over the past eight years. 


R. Gottlieb, production manager 
and print buyer of David Macaulay 
Ltd., was married recently to Miss 
R. Segal who is with a London 
fashion house. 


Leo O'Farrell 


Siemans name new 
publicity manager 


The Siemens-Ediswan Organisa- 
tion announce the appointment of 
R. B. Greenwood as publicity man- 
ager. Mr. Greenwood will 
responsible for the advertising and 
publicity of the two companies 
within the organisation. Joining 
Siemens Electric Lamps & Supplies 
Ltd. as publicity manager in 1953, 
he was additionally appointed sales 
promotion manager of that com- 
pany. In 1954, Mr, Greenwood 
became publicity manager of the 
Siemens Brothers Group of Com- 
panies, retaining the position of 
sales promotion manager for the 
lamp company. 

* * * 

The Rt. Rev. Monsignor John 
Deery, who has been chairman of 
the Irish Censorship of Publications 
Board, has announced his resigna- 
tion owing to increased duties 
created by a new ecclesiastical 
appointment. 

* 7 * 

The council of the Royal Society 
of Arts has awarded its Bicentenary 
Meda! for 1956 to Dr. Walter John 
Worboys, chairman of the Council 
of Industrial Design, for his out- 
standing services to the promotion 
of Industrial Design 


TV director 


John Sharman Walker has joined 
Auger and Turner Ltd. as 
director—where, in addition to tele- 
vision duties, he will also handle a 
number of press accounts. He has 
been with Nevin D. Hirst Advertis- 
ing Ltd., Osborne-Peacock Co., Ltd.. 
and F. C. Pritchard, Wood and 
Partners Ltd. 

* 


* 

has _ been 
assistant to 
Miss McQuade 
of Trinity College, 
Dublin, where she edited Icarus. 
She has worked with BEA and 
Airwork Limited. 

*x * * 

A. Noel Morrow, advertising 
manager of Ronson Products Ltd., 
recently visited the Ronson Cor- 
poration Sales Conference in 
Miami, Florida. He spent a week 
with the parent’ company in 
Newark, New Jersey, and also 
visited the Ronson Lighter plants - 
Stroudsburg, Pennsylvania, and 
Shaver plant in Stamford, Con- 
necticut. 


* 
McQuade 
appointed personal 
Peter Hope Lumley. 
is a graduate 


Caroline 


R. B. Greenwood 


E. M. Jefferson 


Roland Shott, Erwin Wasey direc- 
tor, who has just returned from a 
visit to the USA, notes that the 
“grocer’s shop” has given place in 
the States to supermarkets and self- 
service stores. With price cutting 
on the increase in England, Shott 
believes that “supermarketing” will 
ultimately triumph over here. He 
went over to the USA to study the 
merchandising of Carnation Milk 
and Quaker cereals for which he is 
the account director at Erwin 
Wasey. 

* * 

Miss Rosemary Barron, who until 
recently was advertisement manager 
of Home Economics, is now adver- 
tisement manager of Domestic 
Equipment Trader 

* * * 

Leo O'Farrell, director, Rumble, 
Crowther & Nicholas Ltd., is leav- 
ing shortly on a tour of European 
associates and contacts. He will 
visit Stockholm, Lisbon, Paris and 
Milan among other cities. 

*x 


*x * 

J. H. S. Tupholme, assistant 
editor, has been appointed editor of 
the Evening Sentinel, Hanley, in 
succession to the late R. R. Wood- 
bridge. He first joined the Sentinel 
as deputy chief sub in 1935. He was 
promoted chief sub in 1947 and 
made assistant editor in 1948. He is 
48 and a native of Kettering, 
Northamptonshire. 

- * 


Sa. 


Charles Harris 


Charles Harris, manager of the 
Mansfield office of the Guardian 
Journal and Evening Post, has died 
aged 61. Mr. Harris, who leaves a 
widow, spent all his working life— 
except for army service during 
World War i—with the Forman 
newspapers. He started as an office 
boy, moved to Mansfield in 1919 as 
an area representative, and was 
appointed office manager in 1928. 


WILLS 


Witttam Lacy ALLEN, Holywell Cres- 
cent, Abergavenny, retired printer and 
publisher, left £14,150 lis. 7d. net. 

Greorce Wuttam Kemp, Dunstable 
Road, Flitwick, Ampthill, for 35 years 
an artist with Temple Press Ltd., left 
£4,670 Os. 4d. net. 

Ceca. Lestre Kessert, Mill Hill 
Road, Norwich, secretary of the Norfolk 
News Company, Ltd., left £3,977 7s. 2d. 
net. 

Henry WickHam Steep, former editor 
of The Times, owner and editor of the 
Review of Reviews, left £10,564 3s. 4d. 
net. 


Tel.: HYD 7557/8 


4 
P—“(;sSSCSCés 8 JuLy 13, 1956 | i 
Se Zee _ ill : — 

om Boy 

- 
_ s 
‘f 
a Fo 14 
a SS. 
<< : | 
<3 f® ¥ a 

__ ' 

eee — 


JuLy 13, 1956 ADVERTISER’S WEEKLY 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. 


eee 
| | 1 dey 
IIA <i 
CLT oie 
2 le. aie . , < (\< = | - 
; <) 1ENYSY | 
5 r 1 \\A OV 3 Wer Ne f>> ‘ 
EH) 1 ~ aa | Dye: SR . 
| BEBE ga PCE, 
| 1: As Alena PY” ai Ba 
) “(ey |) eieeLaN 
i | : dl) ait ih (EX aaa) 
| | ase ea Nas 
: Wg? PH Yr hod ONSEN PZ 3 9 
SO i; BX iD Hf > SS a — 
| oe oN = | eet \ us + 
fp ERS I <a a NN 
| ...but EVERYONE sees Posters 
| ee Te, ¢ ¢ , ORaeE 
. scene Tos 
Complete the Campaign in colour with POSTER REPETITION 


ADVERTISER'S WEEKLY 


FRENCH ADVERTISING 


CONGRESS MARKS 50 YEARS’ PROGRESS 
By MOSTYN MOWBRAY 


For several decades to come, the advertising business in France 
is likely to enjoy continued expansion, predicted leading French 
economist André Piatier, speaking at the Fiftieth Anniversary 
Congress of the “Fédération Francaise de la Publicité.” 


Monsieur Piatier said that the 
statistical techniques and market 
research methods developed by 
the advertising profession as tools 
for its own use are proving of 
immense value in the science of 
economics. Though advertising 
in France has not yet reached 
optimum capacity, ad expendi- 
ture continues to grow at a faster 
rate than the country’s gross 
national revenue 

oa * : 


Another guest speaker at the 
Congress was Professor René 
Huyghe, chief curator of the 
Louvre Museum and a distin- 
guished authority on the history 
of art. 

In a witty and also brilliant 
address on the subject of art 
in advertising, Prof. Huyghe 
developed the theme that the 
communication of ideas has over 
the past half-century tended to 
become increasingly dependent 
on visual means of expression 
and less on the written word. 


Pictures over words 


He accounted for this growing 
supremacy of pictures over words 
by the hectic pace of modern life; 
people nowadays just do not have 
time to think, so ideas must be 
fed to them not through the intel- 
lect but through the senses. 

Drawing his examples from 

the field of poster art, a 
medium in which France 
excels, he showed how posters 
have gradually shed explana- 
tory copy in favour of purely 
visual impact, and at the same 
time the graphic treatment 
itself has become more stream- 
lined, more sophisticated, more 
charged with meaning. 

But visual impact alone is not 
enough in a poster; it must have 
intrinsic artistic merit. The task 
of the poster artist, stressed Prof. 
Huyghe, is essentially the same 
as that of the “pure” artist; both 
must respect the same absolute 
values, and both must keep pace 
with changing patterns of life 
and thought. 

He also showed how the same 
trend towards simplification, 
streamlining, the cutting out of 
inessentials, is seen in typography 
and in book production, 


Prof. Hyyghe ended on a note 
of warning: as techniques im- 
prove, so advertising becomes an 
ever more powerful weapon of 
persuasion. This is fine so long 
as the aim is to persuade people 
to buy automobiles, detergents or 
savings bonds; but there is a 
darker side to the picture when 
we reflect on the possible use of 
these same techniques for un- 
scrupulous ends—notably in the 
political sphere. Ad-men there- 
fore carry a heavy responsibility, 
since they alone possess the 
know-how. 


Poster display 

Robert Klotz, president of the 
French Association of Poster 
Advertisers, dealt with the 
aesthetic aspects of poster dis- 
play in relation to city planning 
and rural sites. Posters present 
a unique problem, he explained, 
in that whereas anyone who 
doesn’t want to need not look at 
newspapers, magazines, TV or 
cinema screens, anybody who 
goes out of doors at all has just 
got to look at posters. 


He thinks a more comprehen- 
sive and rational legislation is 
needed in France to ensure that 
posters fit in aesthetically with 
their surroundings, both in cities 
and in the country. 


Mr. Klotz sees poster dis- 
play as just one facet of the 
overall question of industrial 
design, and foresees that if 
future city planning and rural 
industrialisation is carried out 
on sound industrial design 
principles, the poster problem 
will solve itself. 


Looking further ahead, he 
suggested that posters as we know 
them today may radically 
change, or even disappear, to be 
replaced by some other form of 
display advertising as the use of 
new materials develops. 


* * * 


France is getting more and 
more public relations conscious, 
but still has a long way to go 
to catch up with Britain and the 
USA in this field. The French 
press, however, is far from happy 


@ Continued on page 66 
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In the news is the ‘ 
Equipped with diving boards and slides, visitors who swim out to the raft 
can dance on board to the latest records before setting back to the shore. 
A motor fishing vessel used to tow the raft into position stands by ready 


to rescue swimmers who get into distress. 


e “Mirror” 


‘Daily Mirror” watersports raft for holidaymakers. 


Moored at Worthing this week, 


raft moves to Eastbourne next. 


Judges for the British quali- 
fying competition in the MGM 
1,000 dollars international 
poster design contest for the 
film “The Tea House of the 
August Moon” will be: 

Sir Gerald Kelly, past-presi- 
dent of the Royal Academy 
and one of the most colourful 
figures of the British art world; 

A. Cathles, Editor of 
ADVERTISER'S WEEKLY; and 

Edward Le Bas, RA, one of 
the most brilliant of the young 
English painters who has shown 
great sympathy with such 
French artists as Gauguin, 
Matisse, Braque and Bonnard. 

The British qualifying contest 
will be for prizes of £100 and 
£50 for what in the opinion of 
the judges will be the poster 
design attaining the best com- 
bination of artistic merit and 
box office appeal. 

The contest closes at noon on 
Wednesday, August 15, and 
judging is to take place the 


MGM POSTER CONTEST—JUDGES NAMED: 
SIR GERALD KELLY HEADS THEM 


following day, August 16. 

According to present arrange- 
ments, entries will be on show 
in a London exhibition during 
the week beginning August 20, 
after which the winning entry 
will be sent to New York to 
take part in the international 
contest. 

Filming of “The Tea House 
of the August Moon” is now 
taking place in Hollywood, fol- 
lowing location work in Japan 
on the part of stars Marlon 
Brando, Glenn Ford and 
Machiko Kyo, with Jack Cum- 
mings producing and Daniel 
Mann directing. Competitors 
are encouraged to make use of 
the stars’ names in the poster 
designs, although inclusion of 
them is not a necessity. 

Entry forms and competition 
conditions are available from 
the Director of Publicity and 


New LPE paper 

Work in the Welfare Age, 
fourth in the series of “LPE 
Papers” issued by London Press 
Exchange, has been planned to 
coincide with the Duke of Edin- 
burgh’s study conference on the 
“Human problems of industrial 
communities within the Common- 
wealth and Empire.” 

It contains articles on: 
“Leadership in industry,” “A 
trade union view,” “The evasion 
of work,” and a research report, 

“What do workers want?” 


TRAMS & BUSES 


PIERS * ROAD SITES 
ee. 


* AIRPORTS - 
TRANSPORTATION ADVERTISING? 


TRAM & BUS TICKETS 
CITY GUIDES R 


TELEPHONE 


KIOSKS 


‘Vogue’ facts 


A booklet of facts about Vogue 
has been distributed to a wide 
range of advertising agency execu- 
tives. It claims that nearly three 
times as many women buy and 
read Vogue as any other class 
magazine that reports the fashion 
scene, that net sales (140,000) are 
more than double those for maga- 
zines of similar appeal. Accord- 
ing to the Hulton Survey, 1955, 
Vogue has_ 1,250,000 _ readers. 
Page rate in Vogue is £2 11s. 5d. 
per thousand sold copies. 


es 10 a 
re > & . ss 
y > ‘ 
Po : " ‘ 4 “ye “ 
ot , ] ’ TTT . N et 2 
4 o* y SPs - a 
. iy a 
: Bh 
ee ees / : e is se 
\ = See a 
$= p.-' —s = tn & 
Ss = 
; a ee 
ee ee eee & SST SSBF OS SF BOOT O8BTHHO THOT OO HOOT 
_ | | 
La 
| 
Advertising, MGM _ Pictures, | 
Ltd., 58 St. James's Street, 
London, S.W.1. ; 
} ee 
a | 
7 7 es _ _ 
_rtt™”™:—“C<~dmtCSSSCOCNAASONCNS | 
ea SY aR Re 32 Ss regia aa 
i 33 NORFOLK STREET STRAND LONDON W.C.2 TEMPLE BAR 2044 (5 lines) h 
. 2 sl “ a ek . i oa ow ee. eS 


Jury 13, 1956 


ADVERTISER'S WEEKLY 


“WEEKLY REVIEW 


reaches the markets of the world 


Eteiiitaibevers of the circulation of 
The Times Weekly Review goes abroad 
to more than 95 different countries. A 
third of its readers are direct postal 
subscribers, a quarter of them in the 
United States of America and Canada. 


PUBLISHED EVERY THURSDAY. 


The people who read it are executives 
in business and industry, government 
and local affairs. They buy it because 
they need news and comment from 
London backed by the resources and 
carrying the authority of The Times. 


PRESS DATE 12 DAYS PRECEDING 
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IPA EXAMINATION RESULTS 


Street’s man wins 


President’s medal 
IT WAS LAST AWARDED IN 1950 


In the Institute of Practi- 
tioners in Advertising’s 1956 
Membership Final Examination, 
H. G. Parkin (G. Street & Co., 
Ltd.) has been awarded the Presi- 
dent’s Medal for exceptional 
ability (see Mainly Personal, 
p. 60). The award was last won 
in 1950. 

Ninety-five candidates passed 
the membership final, member- 
ship intermediate and associate 
membership final examinations. 

In the membership final 57 sat 
and 44 passed, five with distinc- 
tion (marked by asterisks): 

Alexander, M. L., Crane Pub- 
licity Ltd.; Baulcombe, H. G., Intam 
Ltd.; Betts, A., Alan Betts Ltd.; 
Blair, A. J., Masius & Fergusson 
Ltd.; Cartwright, J., Alfred Bates 
& Son, Ltd.; Church, P. G. 
J., Colman, Prentis & Varley 
Ltd.; Clack, D. A., Holman 
Advertising Ltd. ; Clark, R. G. ; 
Conquest, L. D., Kingscott Ltd.; 
Cooke, G. M., D. J. Keymer Ltd. ; 
Crowe, A. J., National yg 
Co., Ltd.; Denton, S. J., S. Ben- 
son Ltd.; Dowse, P. F., es S. 
Caplin Ltd.; *English, M., The 
London Press Exchange Ltd.; 
Foster, J. F., Tibbenham Publicity 
Ltd.; Frame, A. .. Maxwell 
Nicholls & Partners; *Gamlin, G., 
McConnell’s Advertising Service 
Ltd.; Gant, P. M., Clifford Bloxham 
& Partners Ltd.; Geeson, V. c., 
Dudley Turner & Vincent Ltd. 
Grossman, A., Napper, Stinton, 
Woolley Ltd.; Hopwood, P. J., The 
Winter Thomas Co., Ltd.; Hunter, 
C. A., The London Press Exchange 
Ltd.; Josling, F. J., Stuart Adver- 
tising Agency Ltd.; Keown, I. M., 
C. P. Wakefield Ltd. ; Lowe, I. L. F., 
G. S. Royds Ltd.; Magee, G. F., 
S. H. Benson Ltd.; Marsh, D. G., 
R. S. Caplin Ltd.; May, L. H., 
T. Booth Waddicor & Partners 
Ltd.; Maylett, G. M., Service 
Advertising Co., Ltd.; McGregor, 
E. C. G. Street & Co. Lid; 
Mitchell, G. F., Kingscott Ltd.; 
Nicholls, C. H., Napper, Stinton, 
Woolley Ltd.; Nieman, M. ~ 
Richmond Towers Ltd.; *Parkin, 
&. G., G. Street & Co., Ltd. ; Perry, 

D. E., Colman, Prentis & Varley 
Ltd.; Pitcher, A. E., Mather & 
Crowther Ltd.; Quin, M. F., Green- 
lys Ltd. ; Sladek, Mrs. V., McCann- 
Erickson Advertising Ltd.; Taylor, 
L. C., George Murray (Advertising) 
Ltd.; Williams, S. D., Gordon & 
Gotch Advertising Ltd.; Wilson, D., 
J. Walter Thompson Co., Ltd.; 
*Wilson, G. C., Smith’s Advertising 
Agency Ltd.; *Wilson, K. R 
Masius & Fergusson Ltd.; 
a. sy 

td 


Yates, 
Legget Nicholson & Partners 


the membership intermediate, 
forty-four were examined and 
four passed with distinction: 
Barker, W. B., Scientific Publicity 
Ltd.; Barton, C. W., Creighton 
Griffiths Ltd. ; Billing, G. O., John 
we Ltd. ; Broadfield, C. D., 
. Peacock Ltd. ; Browne, J. B., 
T. Browne Ltd.; a, ie 
Allatdyee Palmer ‘Ltd. Branch, 
R, W.; Brookes, D. S., C. Pea- 
cock Ltd. *Buchanan, . Foote, 
Cone & Belding Ltd. ; *Bullock, G., 
Ripley, Preston & Co. Ltd. ; Camp- 
E. B., McCann-Erickson Ad- 
vertising Lid. ; Clancy, F. B., Tib- 
benham Publicity Ltd.; Colbert, 
| Ss McConnell’s Advertising 
Service Ltd. ; Constantinidi, M. D., 


Armstrong-Warden Ltd. ; Crutten- 
den, C. F., S. H. Benson Ltd. ; 
Davis, S., R. S. Caplin Ltd. ; Evison, 
K. S., S. H. Benson Ltd.; Freeman, 
BR Ba se Ltd.; Fryer, 
P. J. The S.T. Garland Advig. 
Service Ltd. ; Fussell, A., Foote, 

Goodison, 


Cone & Belding Ltd. ; 
J. P. H., S. H. Benson Ltd.; Gray, 
 o Tully-Crabbe Ltd. ; Haddon, R. 
John Haddon & Co. Ltd. ; Holmes, 
E. M., Longleys & Hoffmann Ltd. ; 
*Keith, D. M., S. H. Benson Ltd. ; 
Kingsley, D. J., Lambe & Robinson 
Ltd.; Pitt, R. I., C. R. Casson, Ltd. ; 
Pritchett, L., S. D. Toon & Heath 
Ltd. ; a re " B., Warren Sey- 
mour Co. Ltd. ; ny, Murra 
Stan E. 


Watson Ltd.; 

Foote, Cone & Belding ye 

Vickers, F. P., Foote, Cone & Beld- 

ing Ltd.; Whitley, E. “y | 
Wood, L. B., Robert 

Young, 


Benson ai 
ap & Partners Ltd.; 

The S.T. Garland Advtg. 
Service Ltd. 


Associate membership final 


Twenty-nine candidates were 


examined in the assoeiate mem- 


bership final, sixteen passed, two 
with distinction : 
Copy—Fraser-Macdonald, R. S., 


Auger & Turner Ltd.; Ryan, P. G., 
Napper, Stinton, Wooll Ltd. ; 
interbotham, R. W., Masius & 
Fergusson Ltd. 
PusLic RELATIONS IN AGENCY 
Practice—Cain, A., G. S. Royds 


Ltd. 

Press Mepia—Deadman, K. J., 
Clifford Bloxham & Partners Ltd.; 
Lagden, P. C., S. H. Benson Ltd.; 
*Seltzer, S., Armstrong-Warden 
Ltd.; Siggins, L., Cecil D. Notley 
(Advertising) Ltd.; Tobin, F., C. R. 
Casson Ltd. 

Design—Whiteley, D. S., S. 
Benson Ltd.; Wraight, R. L. J., 
Dudley Turner & Vincent : 
Wrigley, D. G., S. H. Benson Ltd. 

ECHANICAL PRODUCTION & 
PRINTING—Agius, L. G., Frederick 
Aldridge  Ltd.; House, N. E., 
Saward, Baker & Co. Ltd. ; Miller, 
R. "Masius & Fergusson Ltd. ; 
Rae, N. R., G. S. Royds Ltd. 


The Murraymints stand at the joint display by Harold F. Ritchie & Co., 


Lid., 


Thirty-two registered for 
joint training course 


The Advertising Association 


Advertising held a joint week-end training course, June 30-July 1, 
at 44 Belgrave Square, London. 


Thirty-two men _ representing 
leading agencies, advertisers and 
official organisations registered 
for the course; and apart from 
unavoidable absence and illness, 
all those who registered com- 
pleted it. 

One development will be that 
the AA and IPA will prepare for 
lecturers in advertising subjects 
a Handbook for Lecturers con- 
taining notes on _ teaching 
methods and details of books 
and visual aids available. 


Inspirational approach 

The course was marked by a 
valuable inspirational approach 
from a group of professional 
educationists who set out to help 
a group of advertising specialists 
develop their techniques for 
teaching candidates for the Joint 
Intermediate Examination. 

J. Jameson, principal of 
Garnett College, gave the open- 
ing talk and said that part-time 
teachers have a big part to play 
in future technical and commer- 
cial teaching in this country. 

Miss G. McNicol, whose 
teaching experience is backed by 
wide administrative experience 
with several international bodies, 
said: “Material for teaching 
should not be restricted to text- 
books. Draw on student experi- 
ence as much as possible because 
that will result in the students 
sharing their knowledge and 
experience.” 


selling agents for Murraymints, Ribena and Lucozade, staged at Sopers 
of Harrow July 2 to 14 inclusive. Cut-outs of current Murraymints press 
advertisements with blow-up showcards were displayed together with a 
counter display of the new Murray Regent Assortment. 
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and Institute of Practitioners in 


J. L. Ciano, senior lecturer in 
charge of teaching commercial 


subjects at Garnett College, 
said: “All the efforts of teaching 
will be of little value if the 


students are unwilling to learn. 
The key word is ‘communica- 
tion,” with the teacher and the 
student working on the same 
wavelength. Mix verbal exposi- 
tion with student participation; 
put up questions and invite quick 
answers. Don’t cultivate an arti- 
ficial sense of humour. If you 
ask questions, ask them of people 
—not the class. A sympathetic 
attitude toward students is the 
greatest help in the teaching- 
learning situation.” 


Students gave lessons 


Mr. Ciano was the tutor in 
charge of the course and he 
urged the use of discussions, 
debates, case histories and brains 
trusts for moving advertising 
students toward their goal. 

Students were called upon to 
give a ten-fifteen minute lesson 
so that the whole group could 
analyse and assess individual 
teaching qualities, personal 
presence, style of diction, con- 
tent of lecture, illustrations and 
display material and  black- 
board methods. 

L. S. Powell, teacher and 
author of several books on 
advanced science, demonstrated 
a wide variety of teaching aids. 


Thirty-five candidates passed 
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Goodman cuts price 
of Animotors 


Leon Goodman Displays 
Ltd. announce this week that 
for the second time in 12 
months they are making a sub- 
stantial reduction in the price 
of their Animotor units. The 
cost of a Goodman Animotor 
is now half what it was when 
the company introduced this 
form of animated display to 
Britain two years ago. 

Explaining this good news in 
days when even to peg prices is a 
formidable task, Mr. Goodman 
told ADVERTISER'S WEEKLY: 
“The policy of this company 1s 
to pass on to clients the benefits 
of all improvements, whether it is 
in the form of cash, skill or ser- 
vice. Two years ago when we 
pioneered this field we knew that 
there was a vast potential. We 
undertook expensive tooling 
operations in order eventually to 
be in a position to meet orders 
with early delivery and at com- 
petitive pricing. This latest price 
reduction has been possible 
because substantial orders over 
recent months have meant a 
smoother production operation. 
We are continuing, of course, to 
carry out experiments and we 
hope that in the not too distant 
future we will be able to 
announce a rather remarkable 
development in this field.” 

It was exactly two years ago 
this month that Leon Goodman 
Displays announced their intro- 
duction of this form of ani- 


Scott-Turner media 


department enlarged 


Due to expansion, Scott- 
Turner & Associates’ media 
department is to be enlarged and 
reorganised. Mrs. Scott-Turner, 
media director of the agency, 
will continue to be responsible 
for media planning, and her 
assistant, Miss Diane Hunting- 
don, will assume the responsi- 
bility of space buyer. 

The department has now been 
divided into two sections; one 
being responsible for the media 
requirements of Sobell Radio & 
TV, Sunbeam Electric Aopoli- 
ances, Exquisite Form Brassiéres 
and other consumer accounts, 
and the other for industrial 
accounts, including the Oxygen 
and Aglite Divisions of The 
Butterley Company, Marchon 
Products, The Society of British 
Aircraft Constructors and the 
Unistrut Division of Sankey- 
Sheldon Ltd. 


— — 


mated display. Since then 
orders have ranged from 500 
highly specialised display units 
to 10,000 mass - produced 
models destined for distribution 
in shop windows in almost 
every part of the country. 
Some remarkable sales results 
have been reported by users fol- 
lowing the switch over from the 
static card type of display to 
animation. One manufacturer 
of a consumer product reported 
that three dozen was the average 
order secured by their salesmen 
when the company was using 
ordinary type display. They 
switched over to Animotor dis- 
play and the average rose to four 
gross for each salesman. 


Animotor is the registered 
trade name of the battery- 
operated unit produced exclu- 
sively for Leon Goodman 


Displays Ltd. It is a pendulum- 
type unit which can be used to 
move a single limb or the whole 
figure. 


As prices spiral, Infimate 
Review boldly announces a drop 
in price from 1s. to 9d. 

Artist increases in price, from 
3s. to 3s. 6d., and Ballet Today 
goes up 3d. to Is. 6d. Publishers’ 
Circular and Booksellers’ Record 
increases weekly from 6d. to 8d. 
and Sun and Comet 3d. to 34d. 

With the July issue, Reporters’ 
Magazine ceases publication. 
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The annual cricket match between Horlicks Ltd., and their advertising 
agents, J. Walter Thompson Co. Lid., was played on the Horlicks’ sports 
ground at Slough last Sunday. Horlicks scored 223 runs and dismissed JWT 


for 153. 


Top scorer for Horlicks was C. W. Hartley, home sales manager, 


with 77, and Harold George, an art director of the agency, was top 


scorer for JWT with 51. 


Peter Isherwood, Horlicks’ pharmaceutical market- 


ing manager, took four wickets for 20 runs. 


Education officers’ 


conference 


The possibility of a teachers’ 
training course in the provinces 
was one of the things discussed 
at the Club Education Officers’ 
Conference, organised by the 
Advertising Association, at Bir- 
mingham last week. 

The conference was opened by 
the chairman of the education 
committee, John L. Verrinder. A 
discussion on “Problems in the 
provinces,” opened by W. H. 
King, Birmingham, then took 
place, followed by “Club educa- 
tion programmes,” a discussion 
opened by Norman R. Gouran, 
Regent Advertising Club. 

The agenda for the second 
session, after tea, included “Co- 
operation with the IPA.” 


Members of the Press Golfing Society and guests turned out in large 
numbers to support Harry Ainsworth, director and editor of ‘The People,’ 
at his President’s Day, and competed for the many prizes which he put up. 


Here 


r. Ainsworth, accompanied by the immediate past-president, Arthur 

Christiansen (editor, “Daily Express’’), presents his award to L. A. 

winner of the Stableford competition with 354 points. 

Dunkley (“Daily Mirror’) with 34 points, and _ third, 
with 34 points. 


Brown, 
Second was Jack 
Vivian Brodzky 


Odhams are top 
at golf 


Odhams Press Golfing Society, 
founded 25 years ago, has cele- 
brated its Jubilee year by win- 
ning all its five matches against 


other printing and publishing 
houses. 
The Society completed its 


fixture list on Saturday, July 7. 
with a _ victory over Hazell, 
Watson and Viney’s Golfing 
Society by 4 games to 2 in a four- 
ball 12-a-side match. 

The match was played at the 
Ashridge Golf Club, Herts, and 
Hazell, Watson and Viney’s were 
the hosts. Details (Hazell’s 
names first) :—John Gunn and 
R. H. Lowe lost to G. C. Odhams 
and D. R. Lloyd, 5 and 3; 
Laurence Viney and S. Wilshire 
beat D. Macray and C. A. Bull, 
4 and 2: H. Sears and L. 
Maunders lost to L. Tingey and 
W. Hindley, one up; Ian Gunn 
and T. Kempster beat J. E. King 
and M. Phillips, one up; 
W. Munroe and R: Strange lost 
to C. Waring and C. J. Rawlings, 
6 and 5 ; T. Duncan and G. New- 
stead lost to C. J. E. Hughes and 
P. Odhams, one up. 


Gavin Starey’s move 


Gavin Starey Industrial Liaison 
Ltd. have moved offices from 
17 to 62 Fleet Street. When re- 
arranged and re-equipped, this 
will be a complete , building 
devoted to the production of 
industrial literature, and to indus- 
trial press and public relations 
services. In making the move 
they have resisted the temptation 
to move to Mayfair, believing “it 
is essential to stay where we can 
easily keep contact with our 
friends of the press.” 


x ONE OF BRITAIN’S BEST MARKETS 


cvred ty SURREY ADVERTISER 


LONDON: 143 Fleet Street, E.C.4 Tel: FLEet street 6692 Head office: GUILDFORD Tel: 5252 
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EWS CHRONICLE 
NET SALES 
UP AGAIN 


| CHEEEEEEEEEEEEE@@EEE@CCCEEEEEEEEEEEEEEEEEEEEEEEXEEEEEEEEEEEEEEEEEEEEdlllz CL ZHEXZZZZXX##MEEElltlll 


JANUARY 1,434,245 
FEBRUARY 1,455,276 


MARCH 1,436,484 
APRIL 1,457,564 


MAY 1,444,154 
UNE 7,460,49 


And if you wish to know how economical 
it is to advertise in the News Chronicle, just ring 
William Memory, Advertisement Director. FLEET STREET 5000. 
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SOW WELT 


THE KLOTZ 
THEORY 


What is wrong with the poster 
men? Why are they so com- 
placent in the face of serious 
threats to the existence of their 
industry ? 

Emphasis is given to these ques- 
tions by statements made at 
the Fiftieth Anniversary Con- 
gress of the French Publicity 
Federation by Robert Klotz, 
president of the French Asso- 
ciation of Poster Advertisers. 
He said: 

@ Posters as we know them 
today may radically change, 
or even disappear, to be re- 
placed by some other form 
of display advertising as the 
use of new _ materials 


_Mevelops. 9 


Strange sentiments 


The Klotz theory was advanced 
against the background of an 
assertion that “more compre- 
hensive and rational legisla- 
tion is needed to ensure that 
posters fit in aesthetically with 
their surroundings, both in 
cities and in the country.” 

What a gift for the planners! 
And it is important to note in 
this respect that the town 
planning restrictions are inter- 
national in conception and 
operation: these architects of 
advertising restraint have their 
European links. 

Tt is strange that such sentiments 
should be expressed in France 
where, it was stated at the 
Congress by the chief curator 
of the Louvre Museum, “the 
poster art excels.” 


Time to hit back 


And what of the poster men of 
Britain ? 

Every indication is that they 
pursue their business in an 
atmosphere of complacent 
opt d pite their con- 
tracting area of operation. 

Meanwhile the politicians — 
appreciative of posters only at 
election time—are planning 


vicious new attacks on the 
medium. 
It is high time the poster industry 
hit back at its detractors—hard 
and often. 


Walkers 


(showcards) (IR TEzy. 
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TALKING POINTS 
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T "4 test of ‘black spot’ commercial 


theory 


[HE film men are being very 
cautious about sub-thres- 
hold selling—the “invisible” 
ad idea which began in 
America with a message flashed 
on to a cinema screen for 
1/200 sec. to boost ice cream 
sales 60 per cent. 

Screen advertising experts here 
are “studying the matter,” but 
there is no news of experiments. 
They seem rather frightened of 


the whole idea—and perhaps 
with some justification. 
Meanwhile, TV experiments 


are continuing, and there is talk 
of “black spots”—in other words, 
commercial TV without obvious 
commercials. 

Will anyone in advertising dare 
to try it—if the ITA does not 
object? 


THE MOON AND SIXPENCE 


NCE upon a time, James 
Eilbeck, formerly of the 
Woman's Sunday Mirror, and of 
late briefly with the Daily Sketch, 
dreamed of raising £24 million 
to launch a new London evening, 
the Sun. 

Nothing emerged, except a 
statement from Ejilbeck that the 
idea had been shelved, owing to 
rising costs. That is, until last 
Friday morning, when a _ few 
people in Fleet Street saw a copy 
of am amazing sheet, entitled 
New! Moon, priced sixpence, 
numbered one and published by 
Sun Newspapers Ltd. 

Contents? Scandal paragraphs, 
crude limericks, a few ads for 
clubs and restaurants, and a 
blank four-inch double. 

In a wine bar, that evening, 
Eilbeck said: “We shall be 
printing daily, but not tomorrow, 
as the boys are tired out.” He 
was sure it would go like hot 
cakes and reach a sale of 150,000 
in a few months. 

In the first issue he thanked 
“the doormen, the waiters, the 
cabbies, and telephonists, who 
pulled their guts out to see us 
through.” 


OFF WHITE 


S there a lack of originality in 
British advertising today? 

A study of detergents adver- 
tising appearing currently on 
commercial television leads to 
the conclusion that the answer is 
an emphatic “Yes.” 

There’s whiter than white, blue 


“A Mr. Smith with some ideas for ‘invisible ads’ sir 


white, cleaner than cleanest; 
there’s a light test and a window 
test. And most people cannot 
remember which advertises 
which product. 

Omo’s balloon and Mrs. Brad- 
shaw’s lodger may be exempted 
from general condemnation. But 
there’s a sameness about the rest 
which completely denies the term 
creative. 


TV IN PERSPECTIVE 


N his annual report to the 

shareholders of Amalgamated 
Press, the Hon. Michael Berry 
said that advertisers were divert- 
ing some of their normal adver- 
tising expenditure to TV. 

he pessimists of the press 
seized on this and the stories 
were soon circulating: “TV is 


hitting everyone, old boy! Have 
you seen what's happening to 
AP?” 


Had they read a little further 
into the chairman’s report they 
might have noted that he added 
that as a result of this ad spend. 
ing trend “it is possible we might 
experience a slight check in the 
annual increase in advertisement 
revenue.” 


The operative words are 
“might,” “slight” and “annual 
increase.” 


The figure of £4 million spent 
on TV in its first six months puts 
the new medium into perspective. 
And while publishers are having 
their ups and downs, the fact 
remains that their main worry is 
still how much more revenue they 
are getting each year. 


TOMORROW'S TOPICS 


© Attempts are being made to 
form two more advertising 
agencies in London. 


@A national daily newspaper is 
investigating the possibilities of 
tying-up with some big manu- 
facturers in a merchandising 
scheme. 


@Members of the National 
Chamber of Trade are to be 
urged by their headquarters not 
to give any publicity to pro- 


ducts for which gift schemes 
are used, 


@An American synthetic fibre 
firm is planning to open up in 
Britain. London advertising 
apts will be Debaatetisi 


@ Watch out for a new method 
of marketing mattresses. It 
will be introduced during the 
next few months. 


®@ Bedding makers are to set up 
an information centre for the 
industry. 

@A new drive is planned to 
boost the screen advertising 
medium. 

® Competition between  small- 
and medium-sized agencies in 
London for new business is in- 
creasing sharply. Several are 
preparing schemes for vigorous 
self-promotion. 


ROUND TABLE 


DISPLAY 


CENtral 4965/6/7 
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A most important 
development in point 
of sale display and 
poster advertising 


A colourful dry-posted display with changes of design as 

required. y% Security of tenure is guaranteed thus eliminating 

all wastage. % Specially selected sites on shops in busy areas where 
larger space is unobtainable. % An advertisement on the space 
expressly built for the shopkeeper’s own display ; including a centre 
panel signwritten to the retailer’s instructions. % We welcome your 
enquiries for a national or test campaign using this new outstanding 
medium. Many thousands of sites owned and maintained by us are now 
being successfully used by national advertisers 


acia advertisin 


LIMITED 
A BRANCH OF THE ARTHUR MAIDEN ORGANISATION 


24 MOUNT PLEASANT . LIVERPOOL 3 . ROYAL 1961—S5 LINES 
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REVIEW OF ADVERTISING 


It rarely happens, but 


Copytaster has lately seen 


an instance— 


When wit, size and quality 


came together 


OMEBODY was saying, or 

perhaps writing, a fortnight 
ago that all the fairy stories in 
her house ended with the 
heroine being given a small 
black bear called Nikki and a 
season ticket to Glyndebourne 
and living happily ever after. 
For a few weeks after the 
Soviet Union diplomats’ visit 
“a bear like Princess Anne’s” 
probably figured in a great 
many children’s stories—and 
even in their prayers. 


” ENT 


ME 


= = 


sourn EASTERN [GROUP] CHATHAM , 
GAZETTE OBSERVER 


ET SALE ABC. 87,986 JULY TO, DEC. 


To the bright people who 
thought and acted so quickly in 
producing the Sugar Puffs adver- 
tisement featuring a baby bear I 
send many congratulations not 
only on their wit but on the 
quality of their work. The 
photographer caught the animal 
in an excellent pose and managed 
to capture the texture of its coat 
and its alert expression magnifi- 
cently. And the block was well 
printed in the newspapers I 


happened to see—particularly in 
the People. 


© : 
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This advertisement 
has drawn high 
praise from Copy- 
taster although he 
would have used 
different words. 


Having found such an excel- 
lent and timely photograph, 
how many _ advertisers, I 
wonder, would have had the wit 
to print it as large as this— 
occupying almost all the space 
—and content themselves with 
one line of light italic type ? 
For myself, | would have said: 

“It's Sugar Puffs’ honey flavour 
that he likes’ because I believe 
that some people have a much 
better memory of words than 
pictures, but I have no evidence 
in my support and if I had to 
mark this advertisement I should 
unhesitatingly give it 11 out of 10. 


Problems of 
conversation 


FOR MANY reasons I am always 
rather reluctant to suggest that a 
client use conversational copy— 
even if the conversation is in fact 
no more than a monologue. 

Unless the client can be trusted 
to leave the copy untouched you 
are always in danger of submit- 
ting your readers to something so 
banal or out of key that they will 
turn away in loathing. And if 
you have more than two or three 
selling points you need a good 
many words to wrap them up in 
if the copy is not to sound forced 
and even false 

On the other hand, if you are 
embarking on a long series of 
advertisements and can there- 
fore develop two or three 
characters you may well hope 
to collect large numbers of con- 

Stant readers—tike the Archers 

or Mrs. Dale’s family—and 

make the series uncommonly 
effective. 

Older readers will remember 
that the conversational copy for 
Drages, the Fifty Shilling Tailors 


JuLy 13, 1956 , 


‘+Ut's the honey flasour that he likes” 


and a bookmaker called Douglas 
Stuart had a great vogue in the 
early 30s and prompted many a 
joke in music halls and radio 
programmes. Again, Mr. Barrett 
the bootmaker’s monologues must 
have been running for nearly 20 
years now and I often marvel at 
the freshness and ingenuity of 


@ Continued on page 22 


“Here's another short cut for you, Jack...” 
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Copytaster finds the meaning of 

the copy in this advertisement 

obscure with the language stilted 

and not far short of being just 

plain boring. Why is the product 

thought to be a “short cut,” he 
asks. 
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59% can afford their own houses — 


that’s twice the national average! 


A space-buyer looking at Swindon to-day would 
see an industrial community that is more prosper- 
ous than it has ever been. 


Its inhabitants are earning more and they are 
spending more. A sign of Swindon’s prosperity is 
that 59° of all house-holders own or are buying 
their house—nearly twice the national average! 


POPULATION NEARING 100,000 
Established industries are expanding. New factories 
are springing up. The constant immigration of 
labour will soon take the population up to 100,000. 


86°/;, READ THE ADVERTISER 
In Swindon, the one Evening paper that 86% of 
all families read is the Evening Advertiser. 


Over 60% have taken it for over ten years, and it 1s 
already favourite reading for a large proportion 
of the newcomers to Swindon. Sales for 1955 were 
up 42% on 1954. 


MORE FACTS 


An independent research organisation recentiy 
completed a survey of the Swindon area. It gives 
a complete picture of Swindon to-day, and shows 
how important a part of this picture the Evening 
Advertiser proves to be. A report on the Survey 
is now in course of preparation and copies will 
be circulated to all Advertising Agents very 
shortly. 


THE SWINDON 


Evening Advertiser 


(A.B.C. 


30,709) 


The only evening paper printed and published in Wiltshire 
THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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You cant net more for your 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96/98 LONG ACRE, LONDON, W.C.2 


eee | 
J - . 
bd ms 2 Po y 
4 tg ; ‘< t { - ; 4 e a) 
. } oa # ~~ > << 2 —y , f 
oo Ss... t x t j “4 ; be ¥ ” § “¢ 
i Qa ‘ ‘ ‘ . x . 
| . eh is ys 
eS , oe , ~ b * ; : “A , t 
: 3 _ ' . Sete ' eS EY». 
is : : * . . i ae e € 
~ an fae 3 oe. . > 
Pee ENED BS aA ea 
¢ i * a ‘ > - es ? a: , ! ft Aye 
y ate oO f “ ee i= . Ss “> Set, ~~ cy 5 
| =i “a . 6 - Rh ty ; ; \ ¢ : . 
fh : ‘3 >» A > ‘ : Ae z “a f ie. : gem. 1) 
‘wE : > f . ; : "i . — te 3 . f ; 
A\ -— e f ed | ts ; re. os ; = | 
Bee Be : a ~ ay a : e : ‘° - 
oe ee om, g -. % is " Pe 4 , b Pa ’ 7 E 
CX) >. ra % , or ee: . ae: & € q 
by ee - ‘“ : — 4 3 a” 7 S, ts ‘ \ L 
A i .. i. ; r , x ‘ a: ‘ a? oc 
oe a & g v2 TR Se » | 
- 4%. a R . e 7 » 
$ <f ae - ¥s : Se d : 
ss z a fee s, es i ad e. a ; 3 Till R an ~= gf! a ; ae ‘ *, 4 
+ eee wares Be i ; 2 = gal a : <- f 
(Saat ee >.  # % a : f : q » Mi , im 
1 ei 2 Saree ty. Sha i ae y ¥, ; . 
‘. rf, > + ate oP Ye “™ mt , ra ‘ “o é ‘ > P : 
= ES ‘ ; sé nS eke 4 Bas, ™ . / ~4 ge aX j 4 
a j sae “y a a et. *, “~ ; ASA a on _ a * ; Cd .. 7 z 
: < Socom eee ee ooh. ge ie Ge aos =. * a rd > ‘om a, ““ “ - a 
GS fu ty a eS 8 a fe a i 
p a) pe o 3S ! % = ; oe ‘se eee. aa de . ~~ we. £ ie } 
5 — ee b , Dede iver? os as | r A “ a 
a? 7 yer Se sre. algerie he. - : $e Ag; 
F sue AE NEE hes oe a.) ~ % * iad) iad . “ey - 4 ee - 
2 Saka ee so" S&F. “Sam Stes € 2 gh GE, Ff 
att a eihie: ek © ym ed > ad > ie A on Si, , + , & a ~ 
; 4 v ah tha - pert ee T= . Sh : -— - ~ 7 ome tah St — gn ‘ ; # 2 ‘ 
ae ss Peon |g ay a  <t 4 + . ‘ be % 14 ’ ite, — ad i 4 &, ¢ ‘2 * ¥: 
es ‘ ae += ped r ‘ . nf ee” 2 ie 7 ; = 
ae oy “EPs Sen bf i eee, y ams 
. ee 3 wate coud ’ ec al in - Se 4 ; ven rs 7 Te eee i... ee hy 2 s ad " a ‘ 
oe ’ Re see 3 J a a ape a es, ts 7 . 
ars aa See ings Ee Sees f 
Sa , a % aS > 4 a, Se ; ar. sae rrr eeee i. 
z ef &. : Fah bs we A Ba oa : iad, gy, Pe ae 
hy i a. é tee. & ~@ . SR - ae he, ekg SS HGS SASS San 
ai OP Boke «gue OY ££ a a Sa 
—o _ ae A a : i * ’ Ma =e, pe * . ™s >. ge ve _ ee. oer ss S we 4 
q “Re: (8* 6.098 “es © aes laahiias sealers, 
ree i cs nl 3 4 ee ae y Pi a j po ili ESE 
7 Yee — oo rt yr ee a ga ff pt "fie ; 
} a) Miss a i Xt , ye Be we é : ea. 4 i TEE tel a a = ’ ee a ee? “ 
. ae a as % =| s 3 : 4 g ies oy . ‘ 2 x ms a er iting 4 
, oe a aS a 3 es *, i = © at a 4 ¥ n - ea sa a ; Silas 
Ne 74 | ee ee oe tell ; oe # “ r , a ke 
vat ie , ye PS i } on 4s oe > - Se —” 
, . =”. . . vie “2%. ee! bate P . ec al - : eh <3 c _ ; 
a a Ne oye ee 4 cS An & 5 Oe Son ee oo aa a 
Rs ae am, oy ee BE E ag ee re 
| Rao es oe! Me OY ‘ce sg f SS eH 
‘at . * oa 5. ect ce ee a -_ ey ae 
aN ni : 4 re ind ao a o - 4 % ei 5 + ie bee a nl { 
i * be as @ ; oe . aa ot tee. P mei, be - - fax). * 
: Sk ie oe - Be, =) a 4 
ee ae eae ae ee i, le a j be e a ae 
\ Se = 4 . ™ ees “ial hn f ; 3 . Gg ae iw bt ee 
tas . = - X 2 ; ae. Baar tA 
~ Ye ee aan a. —a 3 oe 
= ro a a. aaa ~ ages a S f f 
. lt Mi ’ a Pa. 7 * — al a 4 
| ‘a fe ee eee NS < 
x ~ — . 4 :. %, ue 4 — 24 ? 
’ Th % s) ya “a 7 a © be te P « ‘ a i 
; MS : Ls fa ve! ge -" agente , 
Ke ay ee 
; cia ct ae i ee * ° 
- Sg — he OR © : : 
Rout Beh. ay * ae 1 § ‘ 2 ; 
: ve ee a. bs oe P tah re ; 
nar eee ae 4 nab ’ 
Se ae, ; ~ ae) 
~ E.' ~~ os + al me he’ 
. - a it Pree < | oe a 
j oe ~ . i 
ue 
: ‘ : ey : AER Te 2 a | oe ae af _— men 
ee , Ye eu : oie adh a 
| a ez. * S . 4 a hee " 
yaa 


ADVERTISER'S WEEKLY 


JOHN BULLS net weekly 


sale is the highest among all 
general colourgravure weeklies 


This fact alone makes JOHN BULL an excellent 
investment for your advertising expenditure. But 
when in the field of general colourgravure weeklies 
you net, in addition, the lowest rate per 1,000, the 
greatest home-delivered sales, the highest family 
readership, a magazine read and re-read for more hours 
and with more confidence, a magazine that consistently 
publishes Britain’s finest writing—JOHN BULL then 
emerges as one of the finest investments in advertising 
in the country. 


A.B.C. WEEKLY NET SALES 
JAN.-JUNE, 1956, OVER 1,098,000 
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Those production men whose agencies 


One 


use St. Clements are the lucky ones. 


order for type setting, block making and 


plate making saves time and prevents some- 


thing being forgotten. 


P.S. stands for Personal Service, it provides a firm and constant 


link between your organisation and ours. 


@ St Clements 


I 


type setting 
process, foundry 
complete day and 


night service 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. 


Telephone: HOL 7600 


stand 


Ve ae thn = kth 


No character that 
Copytaster has 
ever come across 
could possibly be 
so arch as the cop 


in this advertise- 
ment. He _ hopes 
that both Baron 


and Lady Douglas, 

of Kirtleside, 

got at least 10 
guineas. 


their writers—although I did hear 
that one ingenious but inexperi- 
enced copywriter, confronted 
with a rough sketch of a clergy- 
man in conversation with Mr. 
Barrett, was extremely indignant 
when the copy chief refused to 
accept his headline: “/ believe in 
you, Mr. Barrett.” 

It is probably true that copy- 
writers are far too sensitive about 
such copy. 

Ordinary readers are certainly 
less critical than most of us 
imagine and they will cheerfully 
read dialogue so stilted and un- 
natural that on the stage it 
would empty any theatre after 
one night. But it is one thing to 
be stilted and quite another to be 
just plain boring and the new 
series called “Getting to know 
Bass” is not far short of being so. 


Opinion of father 


It is also obscure, and even 
after three readings I cannot see 
why Bass is supposed to be a 
short cut. 

But read it for yourself: 

“Speaking as a father, Jack 

—-we've earned this drink! In 

spite of that short-cut my legs 

feel as though they've done ten 
miles, but at least there's noth- 
ing wrong with my thirst—and 

I'll say the same for this Bass ! 

And that’s another short-cut 1 

can show you. When you get 

to know about beer you'll drink 

Bass anyway, but you can save 

yourself a lot of time by start- 

ing now... . It's what I'd call 

a thoroughly robust — beer. 

Wherever you find it—and 


an ad for beer 


BARON TAKES TEA WITH THE LADY DOUGLAS OF KIRTLESIDE 


Juty 13, 1956 


Copytaster fails to under- 


: 
ay 


— £ 


een es a ee ee 


that’s just about everywhere— 

its always completely _ satis- 

fying. Bass! Just to say it 
makes you feel better.” 

Does that strike you as either 
natural or interesting? 

Nathaniel Gubbins, who used 
to write a funny column in the 
Sunday Express (but now per- 
forms in that capacity for the 
Sunday Dispatch), had the idea ot 
quoting verbatim every week the 
conversation of an imaginary pub 
bore. He did it very well indeed ; 
too well, in fact, for the con- 
versations were unreadable. After 
all these years I had forgotten 
them until this Bass advertise- 
ment opened memory’s door. 


Well deserved 
compensation 


THERE IS a rumour that when 
photographs are being taken for 
Amplex the models are paid five 
guineas each. Except the one 
“who isn’t using Amplex.” He 
gets 10 guineas. 

Reading this conversation 
between Lady Douglas of Kirtle- 
side and Baron the photographer 
I hope they both got 10 guineas. 
They deserved a great deal more. 

But first let us raise our eye- 
brows at the paragraph beside 
the photograph: 

“The Lady Douglas of 
Kirtleside, wife of Marshal of 
the Royal Air Force, Lord 
Douglas of Kirtleside, GCB. 
MC, DFC, poses for a charac- 


@ Continued on*page 24 
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aS” Trapinex point-of-sale displays are 
Summer rey alt year round cleverly constructed for pleasing 
be L presentation and strong sales appeal, 


from original designs produced by 
our unique team of artists and 


designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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More than 4,600 civil ser- 
vants of the Admiralty work and 
live with their families in Bath. 
The salary total is over £3 
million a year—practically all of 
which is spent in the city. 

And this is in addition to the 
prosperous Industrial, Tourist, 
Professional and Agricultural 
Communities which make Bath 
and its adjacent county areas 
such a rich market for every 
kind of product. 


The Bath Chronicle gives you 
blanket coverage (14 copies for 
every house in the city) for only 
10/- s.c.i., and also has a big 
circulation in West Wilts and 
North Somerset through the 
Branch Offices at Trowbridge, 
Chippenham, Devizes, Radstock 
and Keynsham, so it should not 
be omitted from any schedule 
intended to cover the West. 


You can’t cover the West 
properly without the 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold Ellis, Cromford House, Marke; 
Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath 
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Copytaster finds a tea ad | 


that is out of character 


teristic study by eminent photo- 
grapher, Baron, in the sitting 
room of their modern flat in 
London.” 


Their modern fiat? 
Whose? 


The main copy is extraordinary. 
Baron makes regular appearances 
on television and is a perfectly 
normal and very popular person- 
ality. The archness of his re- 
marks here are completely out of 
character—and indeed completely 
foreign to any character I have 
ever encountered. : 


Lady Douglas is unknown to 
me, but do vou believe that she 
says “Can I tempt you to a cup 
of tea?” and repeatedly starts 
sentences with “Actually” ? 


But you had better read the 
whole thing. It appeared, by the 
way, in Woman's Journal. 


BARON: Now, Lady Douglas, 
! suppose | had better start 
right away—otherwise you'll 
be taking wing before I get you 
properly in focus. 

Lapy DouGias: Well, much 
as I love the air, | do come 
down to earth sometimes, Mr. 
Baron. Anyhow, I've finished 
my flying lesson for today .. . 
so we do have a little time. 
Can I tempt you to a cup of 
tea? 

BARON: Indeed you can. I've 
been eyeing that exquisite 
service with a mixture of envy 
and aaticipation. Italian, isn't 
it ? 

Lapy DouGias: Yes, it is. 
My husband picked it up some 
years ago on one of his visits 
to Rome. Actually, 1 should 
have had Wedgwood on the 
table... . You see, my mother 
is a great-niece of Josiah Wedg- 
wood. 


BARON: Really ? 
will be your own special blend 
of tea, too, I'll wager. 


Lapy Doucias: Well, yes 
and no. Actually it's Brooke 
Bond “choicest” blend. We 


like it very much, and the great 
thing is we can order it with 
the rest of the groceries. 
Always fresh and no fuss. Take 
sugar ? 


Copying this out I am reminded 
of the old lady who said rather 
angrily that gentlefolk don't 
“take” anything except medicine. 
And even more I am reminded of 
a book that became a best-seller 
in 1920 or thereabouts by a young 
woman called Daisy Ashford who 
was said to be only 11 years old. 
It was called The Young Visiters 
and if ever you see a copy in the 
sixpenny box you might enjoy it. 


“wits wroteon 5 


for energy and refreshment . 


Designed and made by Display- 

work Ltd., this wire stand for 

Robinson's soft drinks holds five 
bottles. 


Putting the ad 
: 


The story of safe heating in the home with oil-filled radiators is told | 
on the side of the Hurseal Ltd. delivery van. 


on the move 


The little model used 


in the advertisement is Joy Hazel, daughter of the company's manag- 


ing director. The picture was 


taken 


outside the Regent Street, 


London, showrooms. 


Then this | 


Jury 13, 1956 


Every month in 1956 the Daily 


Sketch sales have shown a 
The 


figure for June now stands 


substantial increase. 


at 1,211,000 with an average 


for the first six months of 
1,123,000 (subject to A.B.C.) 


1956 
January 1,060,957 
February 1,078,731 
March 1,113,186 
April 1,136,046 


May 1,140,873 


1,211,000 


BRITAIN’S FASTEST 


GROWING NEWSPAPER 
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I. T is mot by 
accident that the 
Belfast News-Letter 
has been Northern 
Ireland’s Leading 
Newspaper for 
219 years. 


Belfast News-Letter 
s Estd. 1737. More than a Newspaper —an Institution 
BELFAST : LONDON : 
Donegall Street 85 Fleet Street 


Carried completely 


The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 lbs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 
Simple to thread, finger-flick changing, designed for standard 
or L.P. records. 

For Rear Projection — the screen is built into the lid. Set up the 
equipment and show ! 

For Front Projection — simply change the lens and project on to 
a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 


269, Kingston Road, S.W.19. Telephone : ae 4291 
An Associate of The Film Producers Guild 


TGA $33 


| papers. 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


JuLy 13, 1956 
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Use of solus poster sites 
expanded around capital 


NE of the continued im- 

provements in outdoor 
advertising noticed around the 
Dublin area has been the 
development of solus sites as 
attractive locations ; and there 
has been some revision of other 


‘sites as well. 


A major display controlled by 
David Allen’s at Westland Row 
Railway Terminus has just been 
changed to give dominant posi- 
tions to four 32-sheet positions, 
which strengthens the punch of 
this particular position which has 
a heavy passing traffic. 

A new user of hoardings is the 
Cherry - Cairnes Distributing 
Organisation which has come into 
the market with a new beer, 
Phoenix ale, competing with 
Double Diamond and Bass on 
advertising sites. Business for 
the Cherry-Cairnes group has 
been placed through Arks, who 
also took large newspaper spaces 
for the launching of the product. 

Arks were also responsible for 
recent full pages for W. and A. 
Gilbey’s “Crock of Gold” 
whiskey—an unusual size liquor 
advertisement for Irish mews- 
The competition for the 
market for both beer and spirits 
is becoming keener, and the 
latest entrant is Tuborg Lager, 
now being bottled in Ireland. 


Half pages, booked by R. Wilson 
Young Advertising, announced 
the new enterprise. 

Liquor advertising is _ still 
banned from Radio Eireann, but 
obviously there is going to be 
keen competition on both hoard- 
ings and in newspapers in the 
immediate future. 

The waiting list of sponsors for 
Radio Eireann programmes is 
still a long one and when 
vacancies occur there will be 
featured some products new to 
radio advertising on this side of 
the Atlantic. And some new 
ideas for presentation are also 
reported to be in the offing. In 
the meantime a regular user, the 
Electricity Supply Board, is 
currently recording 13  pro- 
grammes with the No. 1 Army 
Band for its early morning spot. 

Using the band 

The “capture” of the Army 
Band, regarded as the best in the 
country, is interesting. A few 
years ago when the Dublin 
Metropolitan Garda Band (police) 
took part in a parade introducing 
an American soft drink there 
were questions in the Dail (Parlia- 
ment) and assurances that such 
co-operation would not occur 
again (naturally it was a financial 


e Continued on page 28 
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This window disrlay unit—which includes a mohile of the letters PIA 
—has been designed by W. R. Szomanski for Pakistan International 


Airlines and is now at their Piccadilly, London, office. 


The contractor 


was G. F. Reynolds & Co., Ltd. 
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whe moTon Leonardo 5 Emenee ttn - 21- 29 oars. 


ILIFFE & SONS LIMITED : DORSET HOUSE - 


SHOW BUSINESS! 


and nothing like “Motor Transport” 
for bringing it YOUR way 


Motor TRANSPORT means business in the field of 
goods vehicle operation. It is studied weekly by 
managers and owners of haulage concerns and the 
transport managers of C-licensed fleets—all potential 
buyers of vehicles, equipment and accessories. 
These three important Show Numbers can play a 
rewarding part in your 1957 sales programme! 


BUYERS’ GUIDE - 14 Sept. 
Preview of all p.s.v. chassis on the British market. 
Exhibition news and floor plans. Copy date 4 Sept. 


SHOW REPORT - 21 Sept. 
On sale at the Show. Stand-by-stand review of all 
sections of the Exhibition: vehicles — equipment — 
accessories. Copy date 7 Sept. 


SHOW REVIEW - 28 Sept. 

Authoritative post-exhibition study of new technical 
developments and design trends in the British motor 
transport industry. Copy date 18 Sept. 


The independent road transport newspaper 


STAMFORD STREET - 


LONDON - §61. 


WATERLOO 3333 (60 LINES) 
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Irish ad men seek changes 
in publicity course 


arrangement—the Garda authori- 
ties permit band engagements 
when the service allows). 

Presumably, however, since the 
ESB is a semi-state organisation 
and the band does not. “appear” 
physically a similar problem does 
not arise on this occasion. 


Revision of syllabus 


CONSIDERABLE ATIENTION 1S 
being paid by a special committee 
representing advertising organisa- 
tions and the Dublin Vocational 
Education Committee to the 
revising of the advertising and 
publicity course at the Dublin 
High School of Commerce. This 
course has run satisfactorily for 
a number of years, but it was 
considered an appropriate time to 
overhaul the scheme to decide 
whether any changes should be 
made in the syllabus to bring it 
in line with current advertising 
developments. 

There is no doubt that this 
course is of value and a number 
of men now in Dublin advertis- 
ing agencies are graduates of the 
school; and others who have 
qualified are in employment asso- 
ciated with advertising and pub- 
licity in their own firms. Some 
of the latter are anxious to move 
over to agency work and sugges- 
tions have been made that 


a 


agencies should employ young 


men who have been through the 
school rather than newcomers 
who both work in the agency and 
attend the classes at the same time 
—it is a point on which agency 
heads are divided. 


Efficiencymoves 
in tourism 


THE REORGANISATION of Bord 
Failte Eireann, following the 
amalgamation of the two bodies 
which were formerly concerned 
with Irish tourism, has been 
followed by the employment of 
business management specialists. 
It has also been decided to close 
down part of the work (includ- 
ing the photographic depart- 
ment) and this has meant the 
dismissal, on grounds of redund- 
ancy, of about eight members of 
the staff. 


Widespread coverage 

In recent months the board's 
publicity department, which is 
headed by Niall Sheridan, has 
been particularly successful in 
encouraging television, film, and 
radio coverage of Ireland, both 
for the English market and for 
the United States. So far com- 
paratively little penetration has 
been attempted on the European 


Designed by Priestleys for exterior or interior 


display these colourful and attractive lanterns 
will give years of service. 3’ 6" high, they are 
constructed mainly in light-weight metal, 
finished in oxydised bronze and fitted with 
removable plastic panels. 


Supplied complete with one 100 watt screw- 
type holder and lamp with three yards of 


cable. Rough colour suggestions and quota- 


tions by return. 


Early application is essen- 


28 


mainland, but with the extension 
of Aer Lingus services to addi- 
tional European capitals next 
year it is understood that a drive 
will be made in that market. 

One of the recent projects of 
the Board was the entertainment 
of about 150 delegates who had 
been attending the Institute of 
Journalists Conference: in Bel- 
fast; they were taken to Athlone 
and subsequently for a cruise on 
the lakes of the Shannon—a 
useful direct contact enterprise. 

* . o 

Since THE establishment of 
O'Kennedy-Brindley (Cork) Ltd., 
in competition with smaller com- 
panies in Cork, several Dublin 
agencies have been giving fresh 
consideration to the provinces. 


From a recent visit to such 
centres as Cork, Galway and 
Athlone it is clear that occa- 


sional visits from Dublin (or by 
the company executives to the 
agency's office in Dublin when 
Visiting the city) are not alto- 
gether satisfactory. Cork cer- 
tainly is rapidly growing in 
prosperity, but it is doubtful if 
the opening of branches in the 
other centres would be economic; 
nevertheless there is out-of-town 
business which might be worth 
cultivating by some of the grow- 
ing agencies which have been 
showing themselves particularly 
active. 
* - 

COMPLAINTS ARE being made 
in Dublin newspaper offices (and 
are probably an echo from Lon- 
don) that the “press conference” 
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is being overdone by publicity 
seekers. Recently there have 
been a great many of these 
events of comparatively low news 
value and attendances at them 
by columnists (most sought after 
for conferences”) have been rare. 
A straightforward news release 
would obtain just as much pub- 
licity, and more economically, 
than some of the assemblies to 
which I have been summoned in 
the past few weeks. 

The drive for the “puff” has 
returned to fashion, and news 
editors, as well as advertising 
managers, will need to steel their 
hearts again to reduce the 
menace. If an item has news 
value, let it be used—otherwise 
“Out.” 


Rising popularity 


of film medium 


MORE EMPHASIS is being put 
on short documentary films as a 
propaganda medium. A number 
from all over the world were 
shown at the recent International 
Film Festival in Cork and drew 
attention of Irish industrialists to 
what has been achieved. 

The new Irish _ Electricity 
Supply Board film, “Power for 
Progress,” made by George 
Fleishmann Productions, was 
among those shown, and Michael 
Colley, of the ESB’s public 
relations department, broadcast 


a short talk on the value of docu- 
mentaries from Radio Eircann. 


A - 
tial. Ps 
Half a mile of Christmas Cheer! Lanterns designed and produced for the 
Promenade Association of Cheltenham Spa. 
COMMERCIAL ROAD, GLOUCESTER. TELEPHONE : 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: CEN 1941. AND AT CARDIFF. 
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Robert Sharp’s plan intelligently 


Robert Sharp’s use most sources in planning and market- forty. They have tripled their business since 1953. What is 
ing for their clients. They present their findings in the more important, their clients have also enjoyed success. 
most intelligent manner, and then proceed to the stage of It is unlikely that you will find anywhere either a more 
creative genius. intelligent analysis of your advertising problems or a more 

Robert Sharp’s have come a fair way toward success in a constant flow of ideas. This is the framework of our par- 
very few years. The average age of their directors is under ticular service. Please see us and find out more about us. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 1 47 1-2- 3-4-5 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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TS YOURS TO 


N D THE AUDIENCE 


* Pinpoint time classifications help advertisers to pian 
commercials for specific audiences — so doubling the impact. 


* ATV rates suit all advertisers—15-second spots can be 


“Sunday Night at the London Palladium” —recognized as the bought from £15 — £425. Whole minutes from £50 — £950. 


top programme on ITV. 


* Whatever the length of your commercials, ATV will 
give you 20°., series discount for a campaign evenly spread 
through 52 weeks. 


* For £390 you can book an experimental six-months’ 
campaign on Midlands ATV of weekly 15-second spots. 
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ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2. PHONE: CHANCERY 4488 
PROGRAMME CONTRACTORS FOR THE WEEKENDS IN LONDON. AND MONDAY TO FRIDAY IN THE MIDLANDS 
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Robin Hood—ATV’s top children’s pro- 

gramme—gets audiences as big, and with 

as many adults, as many peak evening 
programmes. 


Jack Jackson achieved Top Ten ratings for 
ATV in Record Time. 


“Hit the Limit” 
programme in the Midlands. 


OF NEARLY TWO MILLIONS WATCHING 
“Sunday Night at the London Palladium” 


ATV’s new rates* enable advertisers 
to book spots in the same time 
segment as this, or any other 
programme they choose 


Programmes with the enormous popular- 
ity of “Sunday Night at the London 
Palladium” are building huge audiences 
for ATV—and these audiences are grow- 
ing week by week. 

When ATV's new rate card comes into op- 
eration next September, advertisers will be 
able to benefit directly from the goodwill and 
appeal of specific programmes. They will be 
able to book into narrow time segments and 
get any programme they choose. 

Consequently, advertisers can increase the 
impact of their commercials by planning them 
to suit the particular audiences likely to be 
viewing in those time segments— 

£15 - £425 per 15-second spot 

Not all advertisers will want the huge 
audiences watching “Sunday Night at the 
London Palladium.” For many, it is more 
economical to reach only selected markets— 
children, older people, mothers of young 
children. ATV’s new rate structure provides 
for all such needs. 15-second spots can be 
bought from £15-£425. The new narrow time 
segments make it easy to select the ideal 
audience. 

Advertisers in the Midlands with a com- 
paratively small appropriation can command 
the same audience as, for example, ‘Gun Law’ 
—not once, but continuously. For this, being 
a late-night programme, is in an economical 
time segment, although it attracts a consist- 
ently large adult audience. 


It Costs a Farthing a Family 
ATV’s new air-time rates* have been worked 
out solely in terms of their value to the adver- 
tiser. For the remarkably small sum of a 
farthing a family advertisers will reach peak 
audiences for 30-seconds in A, B, or C 


time. The cost of reaching audiences for 30- 
seconds in D, E, F and G times is calculated 
on the same basis minus about one third. Put 
it another way: to advertise on ATV during 
peak viewing times costs you the fraction of a 
farthing per head—and during off-peak times 
it costs you even less: a fraction of a farthing 
per family. 

This sum, as regular advertisers will realize, 
compares favourably with any other advertis- 
ing medium. That means you get the extra im- 
pact which TV advertising undeniably affords, 
at no extra cost. 

And ATV advertising has proved its power 
to sell. ATV is continually receiving enthusi- 
astic reports from successful advertisers. The 
first calculable result is a leap in “brand 
awareness”—the prelude to a permanent 
increase in sales. 

*Based on the most reliable estimates available of the 


total ITV audience next autumn and past experience of 
ATV's TAM-rating supremacy. 


BRAND AWARENESS 
PRODUCT ‘A’ FRUIT SQUASH 


London This /atest brand awareness survey carried 
out by Gallup Poll Ltd. showed that, before tele- 
vision, product ‘A’ was eighth down the list named 
by consumers in London ITV homes in response 
to the question “ What is the first name you think 
of in fruit squashes?” By May 1956 product *A’, 


* effective from 16th September 1956. 


having advertised continuously on television, be- 
came the brand leader, being named first by no 
less than 36°%, of the people interviewed; thus dis- 
placing one of the brand leaders who had not ad- 
vertised on television at all in London. 

It will be seen that brand awareness in ITV 
homes was nearly three times as great as in homes 
not exposed to television advertising. 


BOOK COMMERCIALS IN THE 
SAME TIME SEGMENTS AS THESE 
GREAT ATV FAVOURITES 


Many of these popular programmes have ap- 
peared regularly in the TAM Top Ten weekly 
ratings ever since the beginning of Independent 


Television. 
Number of 


viewing 


660,000 
660,000 
560,000 
550,000 


Sunday Night at the 
London Palladium 
I Love Lucy . . 
Jack Jackson Show 
Robin Hood “yh 
Roy Rogers oo 


MIDLANDS 


Hit the Limit 
Gross Current 
Superman .« 
Gunlaw . 
Robin Hood 


The average audience figures are based on known 
ratings for these programmes, related to the 
audiences that it is anticipated will be achieved by 
next Autumn. In terms of numbers of actual 
viewers these figures mean that commercials in 
most of these programmes will be seen by well 
over 1% million people in London and by over 1 
million in the Midlands. 
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TRADE AND TECHNICAL PRESS VIEWPOINT 


kn this month’s review, SGRUTINEER makes 
the point that housewives are, at last, beginning 
to make wider use of plastics 


and that generally— 


New materials are helping 


to transform the kitchen 


T takes time and a lot of 
patience to get the British 
housewife to forsake tradi- 
tional methods and materials in 
her kitchen. No matter how 
“modern” she may be in other 
respects, the lessons she learned 
at mother’s “apron strings” die 
hard where the sink and the 
stove are concerned in her own 
home. 

However, the prejudice against 
new ideas on the domestic front 
has successfully been broken 
down in some directions—par- 
ticularly in the detergent field— 
and the efforts of manufacturers 
and distributors are bearing fruit, 
slowly perhaps, but none the less 
surely. 

Take polythene, for example. 

In 1948 this plastic was intro- 

duced into the domestic sphere. 

in a modest way, in the form 
of a wash bowl. Today it is 

being used for more than 40 

household products. 

Reviewing the progress made 
on the home front by polythene, 


British Plastics says it is inter- 
esting to note that most of the 
success has come from heavy- 
sectioned products, whereas in 
the United States early develop- 
ment was in thinner-walled pro- 
ducts such as small bowls and 
drinking vessels. Early attempts 
to capture the latter market in 
this country were not as success- 
ful as was hoped, but there is 
some indication that currently 
moulded products in this field 
are achieving greater success. 
The bulk of the consumption of 
moulding material for household 
goods, however, remains in the 
heavier articles. “When it is 
remembered that the beginning 
of marketing this type of product 
came during the period when 
plastics were not particularly 
popular with the public, the 
success is the more remarkable. 
It was achieved by manufacturing 
good products and by patient 
marketing,” the journal observes. 


“In spite of the widespread 
popularity of polythene house- 
hold goods, it is difficult to 


An elaborate title- 
piece was designed 
by “Furnishing 
World” for the 
occasion of an 
article dealing with 
the buying of con- 
temporary furni- 
ture by retailers. 
The article, by 
Geoffrey Dunn, 
chairman of Dunns 
of Bromley, 
stressed that few 
retailers were 
equipped with the 
right sort of know- 

ww ledge to make the 
iameanis, most of the grow- 
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believe that this market is any- 
thing like saturated, although 
output has doubled in the last 
year. Taking into considera- 
tion the very varied type of 
article available, it cam be cal- 
culated that on average the 
home should contain polythene 
products to a total up to 12 Ib. 
This may be the most opti- 
mistic forecast, and of course 
would mean that each home 
would have a number of differ- 
ent products, but it is fairly 
safe to estimate that a substan- 
tial potential still exists, 

“The appearance of high- 
density polythenes (whether 
made by high- or low-pressure 
techniques) will undoubtedly 
extend the uses for this material 
since it gives a higher service 
temperature, is more rigid and 
has a harder surface. In some 
specific types of article the manu- 
facturing capacity would appear 
to be more than the market 
could absorb and in these the 
competitive atmosphere is be- 
coming more and more obvious. 
This generalisation applies par- 
ticularly to the washing-up bowl 
and to the domestic bucket.” 


Fear of cheapening 


Such competition has __ its 
dangers, it is pointed out, for 
moulders may be tempted to pro- 
duce a cheaper article by reduc- 
ing the wall thickness, not so 
much to save on material costs 
as to benefit by the shorter 
moulding cycles which result. 
The main fear of the industry as 
a whole is that cheapening the 
particular product will bring 
plastics in general into disrepute. 
“We may hope, however, that 
the public will be familiar enough 
with the different qualities of 
polythene products to judge for 
itself which is good and which 
is bad. 

“There are, of course, some 
safeguards for those who cannot 
so distinguish. There is the 
branded product behind which 
lies the reputation of an estab- 
lished firm; there is the seal of 
the Good Housekeeping Insti- 
tute; and now we have the label 
issued by the manufacturers of 
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polythene which will be given to 
moulders. This latter label witl 
carry a great deal of authority 
and it is important to note that 
the labels will not be issued 
without full scrutiny of the 
applicant’s product.” 

Another material which is 
making headway in the home is 
aluminium foil, already tremend- 
ously popular in the United 
States. Until recently adequate 
supplies were not generally avail- 
able for domestic use in Britain. 


Used by housewives 


Now that this snag has been 
removed, an all-out campaign to 
popularise the material here and 
to make it as generally well 
known to the housewife as it is 
to her American counterpart has 
been inaugurated by a big com- 
pany, which has long been 
engaged in the manufacture of 
aluminium foil for industry 
(especially packaging). 

The company is the Star 
Aluminium Co. (House-foil 
Division), Wolverhampton, and 
its efforts have been applauded 
by Light Metals, which com- 
ments : 

“We have, in the past, fre- 
quently commented on what 
we described as the somewhat 
‘unprogressive closeness’ of the 
foil-rolling industry in rela- 
tionship to domestic use of the 
metal in this form: in the face 
of Star Aluminium's example, 
we wholeheartedly recant!” 


Use of stickers 


The firm's campaign includes 
the supply to retailers of attrac- 
tively coloured window stickers 
calling attention to the uses for 
the material in the home: 
“House-foil is here! Cook with 
it; preserve food with it; wrap 
with it!” one of the stickers pro- 
claims. 

The journal says this sales 
campaign is in addition to 
demonstrations which are being 
staged to illustrate the use in the 
home of aluminium foil. One 
was staged recently at the Savoy 
Hotel in London, during which 
Phillip Harben, the television 
cookery expert, observed that the 
introduction of the material into 
the art and science of cooking 
had made possible developments 
in culinary achievement which 
were quite unattainable without 
it. 

Some “10 years ago, Light 
Metals coined’ the _ slogan 
“Aluminium in every oil shop.” 
The campaign by the Star people 
among retailers of household 
goods is, the journal believes, the 
first manifestation of any attempt 
to give this battle cry a practical 
meaning. 

The current status of the foil 
in modern American kitchens is 
very high. When is it likely to 
reach the same degree of de- 
velopment here? One estimate 
gives United Kingdom household 
consumption as equalling one- 
third of the current consumption 
in the US in about seven years’ 


@ Continued on page 34 
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ADVERTISER'S WEEKLY 


Ole 


NEW BOND ST., LONDON W.! 
use 


FOOD 
MANUFACTURE 


to reach the 


x= 


makers 
of 
PRESERVES ~- PICKLES 
MILK PRODUCTS 
SOUPS - SAUCES etc., etc. 
for their clients 


THE BRITISH HYDROLOGICAL 
CORPORATION 


FOOD MANUFACTURE 
STRATFORD HOUSE, EDEN ST., LONDON, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


'HE specialised monthly 
journal dealing with all 
civil engineering in which 


earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'HILL 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 

ee MANUFACTURING CHEMIST 

y FIBRES (NATURAL AND SYNTHETIC) 
; PAINT MANUFACTURE 

; WORLD CROPS—ATOMICS 


FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All p tblished at 
Stratford House, 
Eden St., London, N.W.1 
Specimen copies on request 


Trade journal warns on 


milk publicity secrecy 


time, it is reported. 

It seems a long time, but that 
is how it goes in the battle for 
a place in the British housewife’ s 
kitchen! 

* * * 


THE DANGERS of over-secrecy 
have been pointed out in the Milk 
Industry in no uncertain fashion. 
The current leading article opens 
with. the following paragraph: 

“One definition of a news 
story is something that some- 
one doesn't want known. It 
might not stand up to a par- 
ticularly exhaustive analysis, 
but it can certainly form the 
broad basis of a lesson the 
whole dairy industry would be 
wise to learn—especially in the 
light of the South Wales accu- 
sations against the National 

Dairymen’'s Association. 

One “mild” effect of an exces- 
sive secrecy operated by the 
Central Milk Distributive Com- 


mittee, the Milk Marketing 
Board, the National Milk Pub- 
licity Council “and of every 


other body answerable to demo- 
cratic authority” is “that very 
few people know—people who 
should know—just what each 
body is or does, or where it fits 
into the general scheme of the 
industry. We all have striking 
evidence of it in the quite sincere 
belief that the milk selling cam- 
paign is run by the Milk Market- 
ing Board, a belief still held by 
many pressmen who have the 
opportunity of communicating 
their ideas to thousands of other 
people. 


No clear idea 


“Or even inside the trade, it is 
only mecessary to talk to a 
number of dairymen to realise 
that they have no clear idea of 
just what the CMDC is, or how 
it works. And it is a common 
complaint among agricultural 
journalists that trying to get any 
information out of the Board is 
like trying to win on the pools. 
It is possible—but the odds are 
pretty heavily against you.” 

Already, continues this vigilant 
Milk Industry editor, the 
National Milk Publicity Council 
is coming under similar stricture, 
“and dairymen are wondering if 


this is going to be another 
remote organisation for which 
they are allowed to pay but 


about which they must not ask 
too many questions. 

“The veil of secrecy is not con- 
svicuously the exclusive posses- 
sion of the milk industry, but the 
industry certainly makes use of 
it to its own hurt, which is not 
exactly easy to understand.” 


* * * 
“Wuy Is it that so many of 
those women who write on 


fashion are so prone to finding 
merit in articles that come from 
somewhere abroad and seem- 
ingly so little informed about the 


virtues of corresponding articles 
made in Britain?” asks Shoe and 
Leather News. “Are they quite 
unconscious of their influence on 
the country’s economy, particu- 
larly under present conditions, 
when they stimulate demand for 
imports instead of home pro- 
ducts? Or is it easier to 
glamorise things which come 
from afar?” 

It quotes the case of a half- 
page article by Anne Edwards in 
the Daily Express, well over 50 
per cent of which was devoted 
to illustration, in which~ she 
elaborated the theme that it was 
the luck of the English woman 
to be able to buy the best— 
without setting foot outside Eng- 
land; that the English woman 
could buy the best from nearly 
every land in her own High 
Street. Then began praise of 
French gloves, Italian handbags, 
Swedish raincoats, Austrian 
umbrellas—and Swiss shoes. 
“The Swiss” she said, “have a 
reputation for graceful shoes.” 


Claim for British 


“No one will challenge that 
assertion,” says the Shoe and 
Leather News. “Some Swiss shoes 
certainly are graceful and well 
made. But so are many British 
shoes. Switzerland certainly has 
no monopoly of fine shoe 
making. Nor is there any need 
for the woman who is prepared 
to pay good prices for her foot- 


wear to buy Swiss shoes. She 
can buy ‘the best’ in her own 
High Street and spare her 
country a drain on its foreign 
currency resources by buying 
shoes made in any one of many 
British factories. In fact, if 


Juty 13, 1956 


—— Stationers, 
booksellers, 
— and display men! — 


Published to-day ! 


I REDERICK T. DAY is Advertising 
and Publicity Manager of Samuel 
Jones & Co. Ltd. Apart from the fact 


that all stationers and booksellers (readers 
of this journal) will find his latest book a 
good stock line on the handicraft shelf, 


display and advertising men will find in it 
many ideas they can use in the course of 
their work 

8s. 6d. net 


_C. ARTHUR PEARSON LTD. 


Anne Edwards and many of her | 


fashion-writing colleagues were 
to be confronted with what the 
wine trade knows as a blind 
tasting, it is very doubtful 
whether they could tell Swiss 
shoes from British. 
sO, we suggest that they inform 
themselves as to just how good 
British footwear really can be, 


That being | 


and use their influence to help | 


along its sales. 


“Meanwhile, they might note | 


that British shoe manufacturers 


are doing their best to help the | 


country’s economy by finding 
markets abroad for British 
shoes, 


as a part of British | 


fashions. Today, indeed, there | 


leaves for Moscow a collection 
of British shoes, and there are 
hopes that orders will result. 


The shoe manufacturers are | 


prepared, if need be, to send 
fitting experts to Moscow to 
study 
women’s feet and thus to 
ensure that from every point of 
view Russian women will re- 
gard British shoes as ‘best.’ 
“While that is going on, it is 
not helpful for British Babe 
writers to devote themselves to 


the shape of Russian | 


j 


‘selling’ the idea that some other 


country’s are better.” 


THE WORLD’S WORK, 
THE WINDMILL PRESS, 
KINGSWOOD, SURREY 


Publishers of valuable books 
on such vital subjects as 


PUBLIC SPEAKING, 
HUMAN RELATIONS, 
MANAGEMENT, 

SALESMANSHIP and 


PRACTICAL 
PSYCHOLOGY 


Will be happy to send their 
complete list on request 


Most of the t0olly 
Rpt y ENLARGEMENTS 
aAhe mene ty 


-AUTOTYPE 


AUTOTYPE COMPANY LTD., 
Brownlow Rd., London, W.13. Ealing 2691 
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OW can advertising service be 
advertised? Or to put it another way, 
what makes a new advertiser select this 
agent or that? What makes an exper- 
ienced manufacturer change from one 
agent to another? There cannot be one 
answer because there is more than one 
concept of service; and no two advertisers 


have quite the same. 


Most of our clients were attracted to 
us by the work we had done for other 
clients.% One firm gave us their adver- 
tising solely because, from a casual per- 
sonal contact, they were convinced we 
could be trusted—trusted to market 
their products successfully with the 
minimum of supervision, to them the 
most valuable attribute of a good agent. 
Another believed that we had a 
better understanding of the provincial 


mind. 


On the other hand we have lost two 


clients for no better reason than they 


thought themselves too big to be served 
by an agency outside London, though in 
fact their billings were less than the 
several “‘six-figure’’ national advertisers 


we have satisfied for years. 


Successful as we are among the sev- 
eral first-class medium-sized agencies in 
the country, we naturally wish to expand 
the number of our clients, for our ability 
to do so is well within the capacity of our 
growing personnel. Would our service 
recommend itself to you? That is some- 
thing we could not possibly tell you 
without knowing the problems with 
which you are faced. All we can say is 
that we are serving a number of very 
successful and prominent companies in 
widely different fields who like our 
work and will tell you so—that we wish 
to do the same for others equally pro- 
gressive and co-operative—and that this 
advertisement seems to us the most 


straightforward way of saying so. 


Longleys 


and 


Hoffmann 


Limited 


YORK HOUSE GREAT CHARLES STREET 


BIRMINGHAM . 3 


Telephone: Central 3031 (4 


lines) 


Telegrams: 
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Ariel Motor Cycles 
Atco Motor Mowers 


Bayliss Wiley & Co., Ltd. 

Big Tree Burgundy 

Birmingham Post & Mail 

Benton & Stone “Enots"’ Products 

Blue Bird Toffees 

Brooks Cycle Saddles 

Bintex Latex Foam Mattresses 

British Cycle & Motor Cycle 
Industries Assoc. Ltd. 


Crawford's Biscuits & Shortbread 


Cincinnati Milling Machines 

Cannon Cookers & Gas Fires 
Davy and United Engineering 
Express Dairy Company Ltd, 


Great Universal Stores Group (part) 
Greenlees ‘‘Easiephit’’ Footwear 
India Tyres 


McKechnie Brothers Ltd. 
““Meddocream” Ice Cream 
Midland Employers’ 
Mutual Assurance 
Miller Dynamo Lighting Equipment 
Morris Marine Engines 
Neptric Vacuum Cleaners 
Nuffield Universal Tractors 
Opex Brushes 
Perry Chain Company Ltd. 
Permoglaze Finishes 
Penfold Golf Balls 


Phillips Cycles 


Ruston-Bucyrus Excavators 
Serck Radiators 

Tan-Sad Baby Carriages 
Universal Sewing Machines 
West Bromwich Building Society 
West Midlands Gas Board 


Wolseley Cars 


“Longleys, Birmingham’ 
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“Our Daily 


whole pages 


by Leslie G. Forster 


Vice-President and General Sales Manager, Playtex, International Laiex Corporatio: 


‘ Orr earlier experience of the effect of a Whole Page 
advertisement in the Daily Mail as part of our national advertising 
programme has now been confirmed by results following the use of 
further Whole Pages. 

I consider these advertisements to have been important factors 
in the success the stores and we ourselves have achieved since the 
introduction of the Playtex Living Girdle last September. 

Large-space saturation national advertising has long been the 
policy of our Parent organisation, the International Latex Corpora- 
tion of America. Researches which we have carried out in the 
United States have proved to us that a Whole Page advertisement 
has a power far more than proportionate to its size.* 

My own experience and that of my Representatives confirms 
that the Whole Page advertisements in the Daily Mail have a 
tremendous impact on consumers in every area and that many 
stores use such large space advertisements very effectively as a 
background to their own merchandising and promotion schemes.” 


% The cost of a Daily Mail whole page is £3,250. 
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America’s fabulous 


fashion high-light for Summer 


pure contro! with comfort end complete freedom of action. Gives end breathes with you tthe 
shin. One smooth seemiess sheeth right down to the suspenders. 


t's like stepping into another 
world to see how this figure- 
flattering girdle slims and trims 
you from waist to hip to thigh. 
To feel the freedom that only 
the Playtex Living Girdle can 
give you. (That's why everywhere 
you go you hear about Playtex). 
It's lke no other girdle in the 
world — without a scam, sutch or 


7toz. LIVING GIRDLE 
in white 


bone — invisible under the most 
clinging clothes. 

Today, discover the beauty 
of White Magic. Thrill to the 
new wizardry of this fabulous 
American idea that slims you so 
naturally, so smoothly. 

The only girdle that washes 
and dries in seconds and comes 


up glamorous, time after time. 


At stores and good shops everywhere. Ask for ‘WHITE MAGIC’, 


Ge» tt Migun Sety Gite & Gs ak 


2/- 


ee PLAYTEX, [7 STRATTON STREET, LONDON, wt 


MD PLAYTEX PARE. PORT ClLascow 
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TRADE JOURNAL QUIZ 2 


Has it a wide 
eirculation ? 


Tue Paint, O11 & CoLouR JOURNAL has a world-wide 
circulation. It circulates in Great Britain and sixty-three 
overseas markets. Its readership is expanded by own 
contacts and the keen co-operation of subscription agents 
in twenty-seven of these markets. 

Evidence of overseas appreciation is the fact that our 
editor has been a guest speaker in Canada. and that big 
firms, in many countries, pay air mail rates for quick 
delivery. 


Our faith in our circulation is backed by A.B.C. certificate. 


PAINT, OIL & COLOUR Journal 


More information and rate card 
from 83-86, Farringdon Street, 
London, E.C.A. phone: City 4788. 


Jury 13, 1956 


A double-page spread from “Industrial Image,” the journal of tech- 
nical photographic information, published by Ilford Ltd. In Roger 
Darcy's opinion, it is a splendid piece of work. 


TECHNICAL PRINT REVIEW 


Unorthodox technique for 


a new printer’s journal 
By ROGER DARCY 


HE old saying that the wedded to orthodox printing pro- 
cobbler’s child has the cesses. 
worst shoes is rapidly becoming A more formal, but neverthe- 


| out of date so far as the print- 
ing industry is concerned. At 
one time printers’ own printed 
publicity was at a very low ebb, 
but in recent years it has 
brightened considerably. 

Latest recruit to the ranks of 
printers’ house journals is Perivan 
News, printed and published by 
that lively organisation, the 
Perivan Group Ltd., of Southend. 
It is a lively four page produc- 


less praiseworthy house organ is 
put out by the Leagrave Press, 
of Luton. It has the title of 
Printer’'s Progress and is printed 
red and black throughout. The 
Gill sans family is used for head- 
ings and the layout, although not 
startling, is pleasing, good use 
being made of bled-off illustra- 
tions. 
It is difficult to say whether 
a printer should rely on neat, 
formal and well-printed ma- 


™E CHIEF STEWARD 


AND SHIPS’ STORES GAZETTE 


Read by the Catering and Purchasing departments of the 
Shipping Companies and Ship Stores Merchants. 


Send for a specimen copy and rate <ard: 
Chief Steward and Ships’ Stores Gazette, 26-28 Billiter Street 
London 3 


Telephone No. Royal 5322 


A rellable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 


Adve. and read by executives In all branches of the 
Manager: Metal and Its allled Industries. 
ong TWICE WEEKLY TUESDAYS AND FRIDAYS 
Tel.: Published by METAL INFORMATION BUREAU LTD 
HYDE PARK Birkett House, 27 Albemarle Street, London, W.! 
5805 

WRITE FOR SPECIMEN COPY & RATES ) 


tion, in a miniature newspaper terial to publicise himself or 
format, printed by small offset to try something quite new. 
litho methods. A second colour It really depends on the type 
(red) is used sparingly. Display of customer he has. Perhaps 
faces are mainly Bodoni and the answer is to produce both 
grot. This is a very interesting a glossy magazine and a news- 
development which should be paper-style house organ ! 

watched by those who are @ Continued on page 40 


A diagrammatic account of how the Fotosetter machine works has 
been presented in a double-page spread of the brochure, *‘New 
Horizons,’ published by the Intertype Corporation of New York. 
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Drawn by CHARLES OATES 


Commissioned by A. N. Holden & Co. Ltd. 
For Whitbread & Co. Ltd 


ARTIST PARTNERS LTD: 44a Dover Street, London, W.!. Hyde Park 9941 
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TECHNICAL PRINT 
REVIE W—continued 


Front page of the new “Perivan | 


News,” published by Perivan 

Group Ltd. In Roger Darcy's 

opinion it has a_ bright and 
efficient style. 


A supply house that does pro- 
duce two such publications is, of 
course, Linotype and Machinery. 
Their newspaper format Linotype 
Matrix is a model of its kind and 
is well known in_ typographic 
circles. Perhaps not so well 
known is the L & M News which, 
despite its name, is a more ortho 
dox magazine type of journal. 

Not only does it contain much 
interesting technical material but 
is always well produced by Lino- 


type’s own printing department. | 


The text of the current (April- 
May-June) issue is set in various 
sizes of Jubilee—Linotype’s new 
type face for newspaper, period- 
ical and general composition. 


This face is becoming quite | 


popular, especially among 
newspapers, for its legibility 
and space economy. 
estimate indicated that in news- 
papers alone 1.5 million people 
were now reading Jubilee in 
this country. 

A service journal primarily 
devoted to L & M machinery, 
L & M News is also a valuable 
aid to typographers. It is avail- 
able at four shillings a year from 
the L & M people. 


First-class production 


Another printing house sup 
plier who produces a first-class 
journal is Hawthorn Baker Ltd. 
Their magazine Cornerstone also 
uses the red and black theme. 
Gill is again a favourite display 
type and much use is made of 
bled off blocks and cut outs. 
Particularly clever use is made 
of simple borders around line 
blocks. 

Often, the second colour is 
used for the border and the line 
block printed black. It makes 
what might be a boring illustra- 
tion liven up. This is an excel- 
lent piece of printing by a firm 
who are rapidly making their 
name as house journal printing 
specialists Edward Mortimer 


@ Continued on page 41 


A recent | 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors. 


21,.RED LION ST.. WC1. CHA. 6855 


m BOOT AND SHOE TRADE 


The Shoe and Leather 


Record 


Founded 1886 


The Pioneer and 


Progressive Paper 


7 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


SPENCER WOUSE, SOUTH Wr PLAGE, E.6.2. 
H 0666 


Telephone : 
Telegrams : ALSHUNUZE! LONDON 


CIVIL ENGINEERING 


CONTRACTING 


CONTRACTORS’ RECORD 
nd 


Municipal Engineering 
(1908) 


Read by 
the Contracting and 
wm" Industry 


every Municip | Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 


TEMPLE BAR 6591 /2/3 


The Monthly 
Register 


WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 
Journal in British Dairying 


The Milk Industry, 
37, Queen's Gate, London, S.W.7 
Western 9816 


Jury 13, 1956 


MILK TRADE FOOD 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 

. BUCKINGHAM PALACE 


GARDENS, LONDON, 
Tel.: SLOane 0341 S.W.1 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 


33,000 


For 66 years the official 
organ of the meat trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


FOOD MANUFACTURING 


24 YEARS 
OF PUBLICATION 


view, LTO-- 


FOOD TRADE RE ousen.w£.2- 


7 GAARICE eTaetT. 


£523,419,000 
ANNUAL SALES 
HANDLED BY THE 
READERS OF 


GROCER 


Published every month 
Advertising Contractors 
W. P. Griffith & Sons Ltd. 
154 Clerkenwell Rd., E.C.1 
TERminus 7363 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


ENGLISH ILLUSTRATED 


international English 
monthly linking foreign peoples 
with everyday life in English- 
speaking countries. 
The key to foreign business through 
world interest in the English language. 
P.O. Box 113, 60 Market Street, 

Watford, Herts. 


PAINT AND PRINTING 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 
Monthly publication with 
world wide coverage, having 
a leading position in technical 
literature. 


Memorial Hall, Farringdon 
Sueet 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE 


109/119 Waterloo Rd., London S.£.!., 
Tel. WATerioo 3388 
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HEALTH, HYGIENE AND 


SANITATION 


PAPER TRADE 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C.4. 
FLEET STREET 5574/5 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


Publications 


THE 


PAPER BOX & 
SAG MAKER 


The premier monthly 
for the cardboard box, 


83 TUDOR ST.LONDON.EC4 


EDUCATION 


container, carton, paper 
bag, sack manufacturers 
and paper converters. 


CCL Prive 


GAS JOURNAL 


FOUNDED 1849 
The leading weekly newspaper 
for the Gas Industry. 
11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture. 
Upholstery, Bedding and 
Furnishing Trades. 

MERCURY HOUSE 


109/119 Waterloo Rd., London, $.£.1. 
Tel. WATerioo 3388 


Vhe 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 


government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


EDUCATION 


The Official Organ of the 
Association of Education Committees 


Published every Friday 
Are ca 

Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 

national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


OVERSEAS MEDIA 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 12,925 ABC 
(Period July-Dec 1955) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 


90 Buckingham Palace Road, S.W.! 
SLOANE 5134 


PROPERTY 


ESTATES GAZETTE 


Now in the 99th year of publication 
Thé most influential Journal 
connected with property, 
land, and allied interests 


NATIONAL COVERAGE 


Architects ona Surveyors, Estate 
Agents, Property Companies and 
Owners, Builders, —— Autho- 
rities, Building Societies Land 
Agents, etc 
Published Weekly 
THE ESTATES GAZETTE. LTO., 
47, Museum Street, 
London, W.C.1. 
HOLborn 4551/2 and 9768. 


VEWSPAPERS 
PERIODICALS 


Pass your Overseas Space buying 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., International Rep- 
resentatives. 177 REGENT ST., W.1. 
Tel.: REG 6534-5. (Note new address) 


GAS SERVICE 
AND DOMESTIC COKE 


= only monthly designed exclusively 
for the Sales and xa ta side of the 
ust 


11 BOLT courT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


PAINTING AND 


DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British Decorator. Est. 1881. 


The Leading journal for all associated 
with the Painting ond Decorating Trode 


MUNICIPAL WORKS AND 


LOCAL GOVERNMENT 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches all members oj the 
Institute of Works and High- 
way Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 


ADVERTISEMENT 
MANAGER, 

42 Russell Square, WCl 
Telephone : Langham 8197 
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REVIEW —continued 


Front cover of the publication 
produced by Hawthorn Baker 
Ltd. to give data about the new 


honeycomb base. Background 

to the lettering is red and inside 

good use is made of pictures and 
diagrams. 


Ltd., of Halifax. 

Getting away from printers 
for the moment, just consider the 
journal of technical photographic 
information put out by Ilford. 

Called Industrial Image, it is a 
splendid piece of work. A 
variety of colours and type faces 
are used, but what is most 
striking is the high quality repro- 
duction of photographs (which 
is as it should be, of course). 
But, in addition, the layout is of 
a high quality, showing that care 
and attention has been paid to 
the production. Printers are 
John Swain & Son Ltd., Barnet 


CLAY PRODUCTS AWD BRICK MAKING 


THE BRITISH CLAYWORKER 
Leading world technical Journal for 
Brick, Tile and Sanitery Ware 
Industries. 


Overseas Sales equa! 33%, cf total 
circulation. 


CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, London, W.C.2 
TEMplie Bar 7664 


LUBRICATION 


ms 


Read by Works Engineers, [7 
Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD 
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Craftsmen are 


a dying breed 


old man” 


} 


Theyre alire 


at Day & Wilkins 


old chap - 


DAY & WILKINS LIMITED . PRINTERS OF QUALITY 
126/128 NEW KING'S ROAD, LONDON, S.W.6 - RENOWN 2245 8 
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To reach the 
RAPIDLY EXPANDING MARKET 
of EAST AFRICA 


the 


D. A. HAWKINS GROUP 


is an essential 


The ONLY group of magazines 
published in East Africa that 
reaches a specialized market 


* 
EAST AFRICAN Published monthly. A full size art 
TRADE & INDUSTRY magazine now well established with 


an estimated readership of 15,000 key 
personnel. The Trade magazine that 
reaches the people who matter. 


EAST AFRICAN Publication date October Ist. Full 
FARMER & PLANTER size art magazine specially for the 


farmer. Theonly technical and autho- 
ritative magazine produced for the 
farmer. First print order 4,000. 


Produced quarterly containing autho- 
ritative articles on Kenya. Read by 
the ‘ consumer * public who live in or 
are interested in Kenya. 


KENYA TODAY 


JOURNAL OF THE The quarterly magazine with no 
EAST AFRICAN ASSOC. ‘waste ’ circulation. Distributed to 


Engineers only throughout East 


OF ENGINEERS Africa. 


PIG INDUSTRY BOARD —Pabiisned quarterly ad reaching the 
Of TEA OUR «= Seer Seen 


Full details and rates from 


THE 


AFRICAN & COLONIAL PRESS AGENCY 


LTD. 


13, New Bridge Steet, 
London, E. C. 4. tet: Fe 0364/5 


or 
The Advertisement Manager 


D. A. HAWKINS LTD 
P.O. Box 2768, NAIROBI 
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Focus on EAST and CENTRAL AFRICA: An on-the- 


spot report tells of the very strong bid that 
foreign competition is making to win the Kenya, 
Tanganyika and Uganda trade from the 


United Kingdom 


A vital market of 19°5 m. 


with a limitless future 


RITISH exporters = are 
faced with powerful and 
increasing competition in their 
traditional East African market 
from foreign and other Com- 
monwealth manufacturers at- 
tracted by the rapid postwar 
development and enormous 
sales potential of the region. 
With their combined popula- 
tion of about 19 million Africans 
and half a million other races. 
Kenya, Tanganyika and Uganda 
now rank as one of the foremost 
markets in Africa. The value of 
their imports has skyrocketed 
from £10,223,000 in 1938 and 
£25,549.000 in 1946 to a pheno- 


menal £117,490,000 in 1954—and 
gives every indication of con- 
tinuing the pace. 
Ground being lost 
Bult Britain's share of this 


wealth is less than half and the 
increase in Britain’s share, from 
40.3 per cent in 1938 to 44.7 per 
cent in 1954, is considerably 
lower than those of other coun- 
tries whose manufacturers pre- 
pared for the postwar boom and 
have consequently made major 
advances. Today some British 
products have in fact lost 
ground to this more enthusiastic 
and carefully planned competi- 
tion. 

It is, however, by no means 
too late for Britain to parallel 
the advances of her competi- 
tors. East Africa, particularly 
Kenya, is gradually industria- 
lising. Large new tracts of 
land are being opened for set- 
tlement and exploitation. 
Africans—backbone of the 
market—are earning more. 
Much capital is being invested. 
All these factors mean greater 
spending power. 

The demand is for every con- 
ceivable type of consumer pro- 
duct and many specialised items 
such as turbines and earth mov- 
ing machinery and it will continue 
to rise for many years until East 
Africa is largely self sufficient. 
There is no shortage of any pro- 
duct and United Kingdom 
exporters can only expand sales 
in Open competition and by intro- 
ducing completely new lines. 


By WILFRED NUSSEY, 


ass'stant editer, East African Trade and Industry 


This material will soon be worn by African women. 
an art student at Makerere University College in Uganda, it is one of 


six designs 


being produced in 


Created by 


Britain by the Calico Printers’ 


Association. 


But they are unlikely to succeed 
unless they immediately and 
thoroughly overhaul their service 
to the territories. It is high time 
they realised that the consumers 
involved are as selective and 
meticulous as any in the African 
continent. 

To survive the keen competi- 
tion of today most exporters must 
intensify market research, stream- 
line sales promotion through 
expert advertising and other 
channels, make more personal 
contact with retailers and con- 
sumers, organise efficient distribu- 
tion and fast delivery, package 
goods better and follow up every 
possible advantage. 

It is chiefly the irregular and 
uncertain British service which 
has enabled other exporters to 
make such great strides. A wide- 
spread feeling has emerged that 
Britain is not interested in the 
East African market because it 
does not earn dollars. 

An example of British “dis- 
interest” occurred recently 
when an African co-operative 
trading society serving 200 
shops in one of Kenya's 
wealthiest districts asked a 


British firm to send 12 samples 
of enamelware. 

The firm replied that it “could 
not consider such a_ small 
order” and that the minimum 
indent would be £50. As a 
result the co-operative is today 
importing several tons of 
enamelware — annually but 
from the European continent 
Few British firms, however, are 

that careless and a handful, par- 
ticularly the motor companies, 
give excellent service. 


Special mobile exhibition 

By comparison Italian’ ex- 
porters recently formed a special 
company to organise a mobile 
exhibition of 25 to 30 vehicles 
which will this year tour 28 
African territories. The goods 
exhibited will mostly be for native 
consumption. 

The worst failings of British 
exporters are in supply, distribu- 
tion and marketing, which include 
advertising and personal contact. 
In respect of supplies one of 
their major handicaps, the poor 
turnabout at the Port of 
Mombasa, is steadily easing and 
will probably disappear  alto- 
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gether when the expansion pro- 
gramme there is completed. 
The East African Railways and 


Harbours Administration have 
told me that at present the basic 
phased tonnage handled by the 
port is below its full capacity. 
There are various reasons for 
this but the main one, according 
to prominent East African 
businessmen, is that only one 
third of the UK backlog of 
225,000 tons for the East Coast 
of Africa is genuine and that the 
actual shipping delay is more in 
the order of 14 months. 

The increased throughput at 
Mombasa has highlighted a 
primary distribution and market- 
ing problem for British exporters 
to East Africa—that of the many 
small Indian traders here who 
try to increase profits by import- 
ing direct and avoiding middle- 
men. 

Because they work their profits 
and capital to the hilt they are 
affected by even the slightest 
economic fluctuations in the 
territories, often to the detriment 
of the products they market; and 
like most businesses in the region 
here they order from Britain as 
much as 18 months in advance to 
overcome the shipping delay. 


Confusion among importers 

Improvements at Mombasa 
recently landed many of them 
with several consignments simul- 
taneously—for which they could 
not all pay because they had not 
the ready cash and could not 
overdraw because of the credit 
squeeze. In the resultant panic 
many cancelled further orders 
from the UK and some were 
forced to sell the consignments 
at cost price. A few even went 
bankrupt. 

As these people do most of the 
direct trade with Africans, they 
influence sales of British pro- 
ducts to a large extent. They 
know very little of African con- 
sumer demand and tastes, except 
in a few lines and in their imme- 
diate area. 

It would be wise for Britain's 
manufacturers to market and dis- 
tribute through large and finan- 
cially sound concerns in East 
Africa, who in turn study the 
demand and sell stocks to traders 
accordingly. 

Because the African market 
here is so vast, it requires the 
most careful study. At present 
the Africans’ demands are 
fairly simple but represent a 
huge proportion of the terri- 
tories’ expenditure and will 
increase parallel with standards 
of living. 

For example, in 1954 Africans 
spent over £10 million on cotton 
piece goods alone—in Kenya 
about 12s. a head. Most of this 
went to India and Japan whose 
cotton goods are cheaper if not 
as well made as the Lancashire 
products. 

British manufacturers can 
increase their share of this by 
careful and intensive promo- 
tion, hy appealing to the 
Africans’ innate class conscious- 
ness. In Uganda, where coffee 
and cotton production have 


@ Continued on page 44 
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THE 
FEDERATED TERRITORIES 
OF 


RHODESIA AND NYASALAND 


Total ' Population 
(all races) 
7,087,000 


THE RHODESIA HERALD 
(Salisbury) 


THE CHRONICLE 
Daily and Week-end editions 
(Bulawayo) 


THE SUNDAY NEWS 
(Bulawayo) 


THE UMTALI POST 
(Umtali) 


THE NORTHERN NEWS 
(Ndola) 


and 
RHODESIA’S NATIONAL NEWSPAPER 
THE SUNDAY MAIL 


provide complete coverage of the European popula- 
tion numbering 


247,300 


The Native population throughout the Federated 
territories is effectively covered by 


THE AFRICAN EAGLE (Lusaka) 
AFRICAN PARADE (National) 

THE AFRICAN WEEKLY (Salisbury) 
THE BANTU MIRROR (Bulawayo) 
BWALO LA NYASALAND 
THE HARVESTER (Salisbury) 
THE RECORDER Salisbury) 


(Blantyre) 


For particulars and advertisement rates apply to the London Agents : 


ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


85, FLEET STREET, 
LONDON, E.C.4 


Telephone : FLEet Street 3765 (4 lines) 
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EAST AND CENTRAL AFRICA 


A market where personal 
contact is essential 


This mobile publicity and sales unit has scored a big success in East 

Africa, well proving the value of the direct approach to Africans. 

Operated by the British East Africa Corporation, it includes a daylight 
cinema and carries a wide range of goods. 


brought them wealth, they willoften believe that what suits a 


usually buy the more expensive 

piece goods — provided the 

designs suit their taste and 
customs. 

Design plays a big part in 
sales to Africans. Some British 
manufacturers of cotton piece 
goods cashed in simply by having 
Africans do the designs for them. 
Another example is radios: they 
prefer the modern, well-styled 
continental type to the ultility 
models made expressly for sale 
to lower income groups. 


Widely varying tastes 

Determining particular African 
tastes is difficult, for they vary 
widely in the three territories and 
even between the urban and rural 
areas and between different tribes. 
But mass sales cannot be achieved 
without such research, unless the 
product is a fairly standard one 
such as a cooking pot, shirt or 
razor blade. 

Advertising is essential for all 
products and often influences 
sales far more than it would in 
Europe or Britain. 

Examples of this are a well- 
known make of bicycle and a 
razor blade, both of which 
achieve huge sales in East Africa. 
The bicycle advertisement shows 

| a grinning African escaping easily 
on his machine from a hungry 

| but frustrated lion. This makes 
sense to the African. Much 
more so than the advertisement 
picturing an elephant riding a 
bicycle, because they cannot 
believe that an elephant would 
ride a bicycle anyway. The razor 
blade advertisement simply shows 

| a blade slicing cleanly through a 

_ crocodile, with the caption “kali” 
which means “sharp.” 

It is a wise policy in all adver- 
tising aimed at Africans to show 
an African, not a European, using 

| the product, because Africans 


European will not 
suit them. 


More co-ordination is also 
necessary in advertising. Many 
African traders in the reserves 
and elsewhere have complained 
they do not receive enough 
advertising material, and that 
some should be sent in advance 
of consignments from the UK. 
If sent with the cargoes it 
could (ake up valuable shipping 
space. 

Another grouse of traders is 
that British exporters rarely 
follow up their advantages. It 
has often happened, they say, 
that a particular line catches the 
customers’ fancy and sells out in 
record time, but the exporter fails 
to capitalise on its popularity and 
by the time the next consignment 
has arrived the customers have 
forgotten about it. Moreover, 
they say, the exporters usually 
ignore complaints made about 
their products. 


Visits to backwoods 


The best way to avoid these 
difficulties and simultaneously to 
maintain a close watch on the 
market is by personal contact 
with the small traders in the 
reserves, farming areas and 
towns. Continental representa- 
tives have made a reputation for 
themselves by going right out of 
their way even to the smallest 
backwoods stores (which often 
serve very large areas) while far 
too many of Britain’s represen- 
tatives stick to the main roads. 


An equally good scheme is 
that used by the breweries in East 
Africa who employ Africans who 
do nothing but travel from trader 
to trader, establishing a friendly 
contact and watching trends. 
These employees report to their 
European chief. 


necessarily 
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Of 

course 

my 
attention 
is 
attracted, 
that's 

the purpose 
of 

a good 


Poster 


“ 


Vv 


AND ALL THE BETTER POSTERS ARE PRINTED ON Y 0 i K S M [ L L 


M-G POSTER PAPER 


THEY WILL LOOK WHITER printed on the new BLUE-WHITE SHADE 


from Soap Powders 
to Shoe Polish 
here's new 

poster liveliness 


CONSULT YOUR ADVERTISING AGENT OR YOUR PRINTER, OR WRITE DIRECT 


STUART HOUSE, 1 TUDOR STREET, LONDON E.0.4. FLEet Street 9833 
STAR PAPER SALES LTD KENT HOUSE, 21 SPRING GARDENS, MANCHESTER 2. BLAckfriars 6421 » 
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LEIPZIG FAIR 


Sample Fair including an offer of technical consumer goods 


Information and Fair Identity Cards from: 


Leipzig Fair Agency in Great Britain, 
127 Oxford Street, London, W.1. 


Belfast Chamber of Commerce, 
7 Donegall Square West, Belfast. 


Edinburgh Chamber of Commerce and Manufactures, 
25 Charlotte Square, Edinburgh, 2. 
Glasgow Chamber of Commerce, 
30 George Square, Glasgow, C.2. 


Newcastle and Gateshead Incorporated Chamber of 
Commerce, 
Newcastle-upon-Tyne, 1. 


Information can also be obtained from: 


Birmingham Chamber of Commerce, 
95 New Street, Birmingham, 2. 


Bristol Incorporated Chamber of Commerce and Shipping, 
The Guildhall, Small Street, Bristol, 1. 


Cardiff Incorporated Chamber of Commerce, 
6 The Exchange, Cardiff. 


Manchester Chamber of Commerce, 
Trade Enquiries Department, Ship Canal House, 
King Street, Manchester, 2. 


Travel details from leading Travel Agents including all 
branches of Cooks and Sir Henry Lunns 
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EAST AND CENTRAL AFRICA 


Jury 13, 1956 


$80 m. to aid Federation 
power development 


The rapid economic expansion of the Federation of Rhodesia and 
| Nyasaland will be given a further boost by the decision of the 


| 
| APPROVAL of a loan of 

$80 million by the World 
Bank for the Kariba hydro- 
electric power scheme has 
recently served to highlight the 
significance of the Federation 
of Rhodesia and Nyasaland as 
an important market of the 
future. The loan will help 
finance new installations re- 
quired to meet the demand for 
power expected from the con- 
tinued expansion of copper 
mining operations and the ex- 
ceptionally rapid growth of 
industry. 

The Federation of Rhodesia 
and Nyasaland came into exist- 
ence nearly three years ago and 
consists of Southern Rhodesia, 
Northern Rhodesia and Nyasa- 
land. Southern Rhodesia is a 
self-governing colony, while 
Northern Rhodesia and Nyasa- 
land are Protectorates adminis- 
tered by the United Kingdom. 
The Federation itself has a con- 
stitutional status which is close 
to that of the independent mem- 
bers of the Commonwealth. The 
territories included in the Feder- 
ation cover an area of 476.000 
square miles and the population 
‘numbers about 7.3 million, of 
which 250,000 are European. 


Position in world 


The discovery and exploita- 
tion of rich mineral resources 
in recent years have led to un- 
usually rapid development. 
The Federation now rivals 
Chile as the world’s second 
largest copper producer and is 
the main supplier of copper to 
the sterling area countries. 


Copper production exceeds 
400,000 tons annually and in 1954 
the value of copper exports 


amounted to £86 million ($242 
million). A variety of other 
minerals is produced including 
gold, lead, asbestos, chrome and 
coal, and the Federation has de- 
veloped important export crops 
such as tobacco and tea and is 
increasingly moving toward in- 
dustrialisation. 

_ Progress has been most marked 
since the last war. This has been 
due to the high rate of invest- 
ment made possible by a high 
level of internal savings, an ex- 
ceptionally large inflow of foreign 
capital and the immigration of 
people with technical and man- 
agerial skills. In the last decade, 
an annual increase of 10 per cent 
in real output has been achieved 
—one of the fastest rates of 


growth in the world. The up- 


World Bank to help the Kariba power scheme. 


surge of private economic activity 
has put an increasing strain on 
basic services, particularly trans- 
portation and electric power. 
Despite large government expen- 
diture in these services, they have 
had difficulty keeping pace with 
the more rapid expansion of the 
rest of the economy. Mining and 
industry now consume 78 per cent 
of the power produced in the 
Federation and a_ considerably 
larger power supply is essential 
to their continued growth. It 
is estimated that the power 
demand in the Federation will 
require the addition of 650,000 
kilowatts by 1965 and at least 
1,100,000 kilowatts by 1972. 


Sources of demand 


The demand for more power 
comes chiefly from Southern 
Rhodesia and the copper belt of 
Northern Rhodesia. Southern 
Rhodesia is more widely de- 
veloped than the other territories 
and its economy is already fairly 
well diversified. All urban and 


industrial centres in Southern 
Rhodesia depend on _ electric 
power for development. For 


example, the entire water supply 
in the large cities depends on 
pumping by electricity. All essen- 
tial services are electrically 
operated because there is no gas 
supply. During the past five years 
there have been periods when 
power rationing has been neces- 
sary. 

The copper mines produce 
about 60 per cent of Rhodesian 
exports, making copper the 
Federation’s chief source of 
foreign exchange earnings. To 
meet their power needs, the large 
mines in Northern Rhodesia have 
had to build their own thermal 
power plants. Since 1952 the 
copper interests have pooled their 
power facilities and, in addition, 
are about to import power from 
the Belgian Congo. Nevertheless 
insufficient power is now the 
limiting factor both to mine 
expansion and the improvement 
of operations in existing mines. 

In the past, demands for power 
have been made by adding to 
thermal electric capacity. Coal 
for thermal power plants is pro- 
duced only at the Wankie mines 
at the western end of Southern 
Rhodesia. From there it has to 
be transported 200 to 500 miles 
over a single-track railway to the 
consuming theatres. Because of 
the difficulty of obtaining coal, 
the large thermal stations in 
Southern Rhodesia normally 
operate with stocks for only five 
to 10 days. 
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The GUARANTEED Print Order 
for the September (FARNBOROUGH) 
Issue of 


ROVAL AH rOoNnCcE 


Flying 


- BREVIS 


140,000 


No increase in space rates—still only £80 
per page. 

Copies will be on sale on bookstalls 
throughout the country—within all units 
of the R.A.F. and at Farnborough 

during the show. 


MAKE YOUR SPACE RESERVATION NOW! 


ROYAL AIR FORCE 


FLYING Review 


MERCURY HOUSE, 109-119 WATERLOO ROAD, LONDON, S.E.!I 
Phone: WATERLOO 3388 (20 lines) 
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48 


THE CHANGING MARKET: ‘Advertiser’s Weekly’ 
Mar ket Research Team report that— 


New drugs 


and retail methods are 


changing the pharmaceutical trade 


[oe dispensing of drugs is 
an art which has a long 
tradition. Even in the most 
primitive communities there 
existed a market for the output 
of apothecaries, although often 
in earlier centuries, it must be 
admitted, the drugs they pro- 
duced were required for pur- 
poses other than healing. 

In more modern times, the 
apothecaries in the early 17th 
century took over from the 
Grocers’ Company the function 
of supplying medicines and for 
long afterwards continued to dis- 
pute with physicians the right to 
prescribe them. 

Today, the manufacture of 
pharmaceutical preparations has 
become a large industry of 
increasing complexity. The 
widening range and variety of 


Art Director: Alan Carter 


Magazine & National Press Campaign 


Client: Service Advertising Co. Ltd. 


Advertiser: The British Motor Corpn. Ltd. 


THE marketing and distribution of pharmaceutical products are 
presenting serious new problems. The rapid development of hitherto 
unknown drugs, increased competition from foreign manufacturers, 
together with the greatly risen costs of research and the vast demands 
arising out of the operation of the National Health Service are some 
of the major worries of the manufacturers. Additionally, the spread 
of self-service methods to the pharmaceutical field has begun and is 
likely to continue at a quickening pace. This outline study of the 
situation facing the industry has been specially written to clarify 

some of the facts for those engaged in marketing and advertising. 


products make difficult the use industry is highly competitive and 
of modern mass. production the companies engaged (although 
methods; the varying sizes and imbued with a strong sense of 
forms of the drugs produced responsibility and public service) 
make difficult the introduction of must be guided by normal com- 
a standardised pack for the com- mercial considerations. 
plete range. While the Productivity Team 
Moreover, to the technical which examined the industry and 
skill in compounding drugs and whose report appeared last year, 
the constant research for better stressed the advantages of 
drugs must be added a high specialisation and urged that, 
degree of engineering and whenever possible, firms should 
management skill because the reduce their range of products, 


INTERNATIONAL ARTISTS PRESENTS RAYMOND SHEPPARD, BRB.I. 
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there is at least one important 
factor inhibiting such a step, 
namely the rapid advance of 
medical science. 

Some three-quarters of the 
pharmaceutical _ preparations 
sold today were unknown 20 
years ago, and many new and 
improved medicines appear 
each year. For a manufacturer 
to reduce his range of produc- 
tion to a small number of 
drugs would entail the risk of 
finding them suddenly super- 
seded by new and totally 
different remedies. 

These are but a few of the 
problems of the industry. Pro- 
duction can be divided roughly 
into three groups: 

®@ Those preparations which 
bear a brand name and which 
are advertised only to the 
medical profession — usually 
called “ethical” drugs. 

@ Preparations bearing a 
brand name which are adver- 
tised to the general public and 
which may be bought over the 
counter without a _ doctor's 
prescription. 

@ Drugs manufactured to 
the formulae of the British 
Pharmacopeia, the British 
Pharmaceutical Codex and 
the National Formulary, pre- 
scribed by doctors and known 
as “standard” products. 

Many firms manufacture two 
or all of the categories, while 
the concerns engaged solely in 
the production of proprietaries 
have among them some 50 lead- 

@ Continued on page 50 
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Fi Vv E points 


| to progress 


Great things are expected of Advertising and Public Relations 
people. They, in turn, set high standards for those who serve 
them—even press-cutting agencies. 

Following frank discussions with leaders in the publicity field 
we, Apcut, are now gearing up to provide the service required 


to meet today’s conditions, including :— 


@ FULL coverage of EVERY WEEKLY newspaper in the 
Country. 


ALL editions of both Evenings and Provincials. 


A completely REVISED TRADE AND TECHNICAL press 
list, aimed at maximum coverage in this important field. 


SPECIALIST READERS FOR SPECIALIST FIELDS. 


The creation of a NEW central library of HOUSE 
MAGAZINES. 


a 2 cu € for press cuttings 


ASSOCIATED PRESS-CUTTING SERVICES LTD., 
3, SNOWHILL, HOLBORN VIADUCT, LONDON E.C.I. 


Telephone : CENTRAL 8322/2 
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THE PHARMACEUTICAL MARKET 


Big expansion in range of 
products—and exports 


ing companies as well as smaller 
undertakings. 

The output of—and the 
number of those employed in- 
the industry has expanded con- 
siderably during the past 20 
years. In 1935, there was a 
labour force of just over 22,000; 
in 1951 (according to the census 
figures, which record only firms 
with more than 10 employees), 
there were 286 concerns, employ- 
ing a total of 53,000 workers. 
Output. by value, has _ risen 
during this period from approxi- 
mately £19 million in 1935 to 
about £130 million in 1954. 
When comparing these figures. 
allowance must be made for the 
rise in prices during the interven- 
ing years, but on a conservative 
estimate the industry can be said 
to have expanded three-fold since 
the mid-30s. 

Firms engaged in the industry 
vary considerably in size, and 
some 31 per cent of total output 
is accounted for by the nine 
largest companies who employ an 
average of 2,000 workers each. 
In the middle range there are 
eight firms with an average 
labour force of about 650, and a 
further 93 firms with an average 


labour force of some 240. These 
two groups account together for 
just over half the output, while 
the remaining firms (about three- 
fifths of the total) produce to- 
gether only about 18 per cent. 
From these figures it appears 
that, although the bulk of the 
output comes from the 
minority of concerns, the in- 
dustry is one in which there 
is considerable competition 
and no one firm is large 
enough either to enjoy a mono- 
poly or to dominate the 
industry. 

On more than one occasion in 
the recent past the chemical in- 
dustry, as a whole, has attracted 
the attention of those reformers 
who regard nationalisation as the 
means of improving efficiency 
and lowering prices. 

Superficially and ignoring the 
arguments for and against the 
merits of nationalisation in rela- 
tion to increased efficiency (and 
in this sphere the Productivity 
Team could find little to con 
demn in the industry as it is) the 
public service provided by the 
pharmaceutical industry could be 
regarded as an important factor. 

But the complex structure and 


also the variety of outlets (to the 
National Health Service, to 
export markets, and also the 
supply of proprietary drugs to 
the home market) would raise 
considerable problems — for 
example, the extent to which 
finance for research on new pro- 
ducts for each of these markets 
should be encouraged. 


Record of exports 


As individual firms trading on 
a commercial basis, each, it 
must be assumed, concentrates 
its energies in those directions 
where its forces and resources 
can most efficiently be employed. 
Nor can the claim be levelled 
against the industry that with a 
“soft” home market, assured to 
some extent by the hard core of 
demand from the National 
Health Service, export markets 
have been neglected. 


Juty 13, 1956 


Even allowing for price 
changes, the rise in exports is, 
by any standards, impressive. A 
decline from £34 million in 1951 
to £30 million in 1953 was in part 
due to import restrictions in 
markets abroad, Australia, Paki- 
stan, Brazil and Egypt, and also 
to currency difficulties in some 
countries. Additionally, competi- 
tion from manufacturers in the 
United States and on the con 
tinent played its part. 

Exports at £35.9 million in 
1955 were a record, and Australia 
was the most important market 
with imports of £4 million, India 
next with £3 million, while sales 


to the US and Canada were 
£664,000 and £612,000  respec- 
tively. 


So far as the home market is 
concerned, there are two broad 
divisions, namely, the National 
Health Service and the buyin 

@ Continued on page 5 


1954-5 
£ 
Aspro ‘ 239,201 
Milk of magnesia ‘ 179,905 
Andrews’ liver salt 144,819 
Beecham's powder 139,671 
Phensic i ab 132,497 
Sanatogen 126.096 
Total 962,189 
Source : 


Proprietary Medicine Advertising 


(The six firms which spent the most on og advertising for 
the years ended June, 1954, and June, 1955) 


1953-4 
£ 

Aspro 189,099 
Milk of magnesia | 158,481 
Andrews’ liver salt 131,947 
Maclean's ae 113,301 
Phensic 113,217 
Anadin 84.163 
Total 790,208 


Financial Times. 
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A scene from ‘‘Le Nozze di Figaro’’, which forms the background to the 
documentary film ‘On Such a Night”, featuring David Knight, Marie Lohr and Josephine Griffin, 
directed by Anthony Asquith. This film is being shown at this year’s Berlin Festival. 


The Man-with-the-Gong 
discusses 
documentary films 


THE CIRCUMSTANCES in which a documentary film is 
the ideal answer to the problem are difficult to 
define; indeed, the term ‘‘documentary film’’ is 
itself hardly capable of specific definition. Some 
documentaries are plain statements of fact; but by 
no means all. Some are intended solely for invited 
audiences—customers, or salesmen perhaps; others 
are of such general interest that they achieve 
paid-for bookings in the cinemas. Among these 
latter are to be found a number of documentary 


films by the Man-with-the-Gong—symbolising 


The Rank Organisation. Examples are “On Such 
a Night’’, a story of the Glyndebourne Opera, and 
‘‘Bloodstock”’, a documentary film on the training 
of a thoroughbred. 

When you consider the vast experience of the 
Man-with-the-Gong in feature films, his success in 
the field of documentaries—the ‘“‘little features” 
—is hardly surprising. 

All the Rank screen advertising activities are 
centred in Rank Screen Services Limited, 11 Hill 
Street, London, W.1. (Grosvenor 6353). 
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Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 
in types and thicknesses for every purpose, 
in sheet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 
BRITISH SIDAC LTD 

sT. HELENS, LANCASHIRE. 


ONDON SALES OFFICE 
12 UFTON ROAD, LONDON, N.!. 


THE BRITISH JOURNAL OF METALS 
31 KING ST. WEST 
TEMPLE AVENUE 


KENNEDY PRESS LTD 
50 TEMPLE CHAMBERS 


MANCHESTER 3 
LONDON E.C.4 


FIFE ASSOCIATED NEWSPAPERS 
a 42,946 nia ene 


ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 


35 KIRKWYND, KIRKCALDY 


LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 


THE PHARMACEUTICAL MARKET 


Juty 13, 1956 


A retail firm with 2,700 


price cuts to its credit 


proprietary brands by the public 
through retail outlets. 

When the National Health 
Service was introduced, the 
expectation was that it would 
have an adverse effect on the 
advertised proprietaries. From 
the figures made available in the 
Productivity Report, however, 
this defection by the public has 
not materialised. 

“According to the figures 
quoted (which, admittedly, are 
not completely up-to-date), 
annual sales to the National 
Health Service have been at 
some £37 million (they may 
now be slightly higher) divided 
equally between branded and 
unbranded products, while sales 
of preparations on the home 
market were about £31 million. 
The difference between the 

sum of the value of total sales 


to these outlets and to export 
markets and the value of total 
output, is accounted for by 


veterinary preparations, un- 
branded household remedies and 
miscellaneous chemicals. 


Size of. market 

A guide to home sales was 
given in a statement in Sep- 
tember last year when it was 
stated that sales of advertised 
proprietary medicines through 
chemist shops was somewhere in 
the region of £20 million, and an 
estimate of sales over the counter 
of non-advertised ethical drugs 
suggested a figure of £5 million. 

As it is considered that 80 per 
cent of the total turnover in pro- 


prietary medicines is through 
chemists, total sales through all 
outlets would be about £30 


million annually. 

Leaving to one side the export 
market, for which individual 
countries must be visited in order 
to obtain estimates of the types 
of drugs and medicines required, 
the manufacturer is faced with 
the problem of what types of 
drugs are required in this country. 

A statement made a_ few 
months ago showed that the type 
of medicinal products most in 
demand then was indicated by 
expenditure on the following 
drugs in descending order: 

Analgesics, laxatives, indi- 
gestion remedies, cough and 
cold remedies, and vitamin pre- 
parations. 

In May this year, HM 
Stationery Office published 
Studies on Medical and Popula- 
tion Subjects No. 9, General 
Practitioners’ Records, which set 
out the experiences of a sample 
of doctors in treating patients. 
Of the patients, one in nine con- 
sulted their doctor each year 
because of the common cold, 
and bronchitis, though affecting 


fewer people, was the ailment 
most often requiring medical 
| attention. 


As opposed to its competi- 
tors, Boots, which markets a 
wide range of preparations, 
does not advertise them indi- 
vidually, and they are sold only 
through the 1,300 _ retail 
branches. In his statement at 
the annual meeting last year, 
the chairman of the company 
stated that the increase in the 
size and efficiency of the busi- 
ness had enabled them to make 
no fewer than 2,700 price 
reductions. 

“In several cases,” he went on, 
—“for instance, Halibut Liver Oil 
Capsules, now one of our biggest 
selling lines—our prices are 
below pre-war level.” In addi- 
tion to a reference to the impor- 
tance of research and new pro- 
ducts, the chairman stated that 
the export division showed an 
increase in sales of over 25 per 
cent. 

What of the future? 

In the home market the high 
level of demand is likely to con- 


tinue, certainly as far as the 
National Health Service is con 
cerned. 


As fegards drugs sold to the 
public over the counter, there is 
at present no sign of any slacken 
ing in demand. Seasonal varia- 
tions, it is true, are likely, but 
the goodwill attaching to many 
branded proprietaries appears to 
be firmly established. And so 
long as the advertising continues 
on the present scale over-the- 
counter sales may also be 
expected to continue to be at 
least as large as at present 


Equipped for future 


In the export market the record 
of the industry (despite keen 
competition from the US, and 
more recently from Germany, 
and in the face of restrictions 
which are imposed on imports, 
often with little warning) is re- 
markable. Overseas markets are 
likely to expand, and the indus 
try shows every sign, according 
to the statements made by the 
chairmen of the companies en- 
gaged, of being equipped to take 
advantage of the new and in 
creased markets. 


To conclude. The pharma- 
ceutical industry is subject to 
rapid and, indeed, dramatic 


changes, as the frontiers of 
medical and scientific knowledge 
are extended. (May of this year 
saw the first injections among 
children in this country of the 
vaccine which is designed to give 
protection against paralytic polio- 
myelitis.) But very large sums 
are required for research and 
development of these new drugs, 
both to make the advances neces- 
sary for treating disease and to 
keep abreast of foreign industry. 
Finally, as an earner of foreign 
exchange, the industry has a high 
national significance. 
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The new technical journal for 


professional electrical 


engineers 
engaged 

in Research 
Development 
& Production 


GUARANTEED 
DISTRIBUTION 
10,000 Copies 


First Issue: 
SEPTEMBER 1956 


Copy Date: AUGUST 10 
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Editedfby H. G. Foster, M.Sc., M.I.E.E. 


A SISTER JOURNAL' AND[ ELECTRICAL EQUIVALENT OF ELECTRONIC ENGINEERING) 
Published monthly by Morgan Brothers (Publishers) Limited. 
Proprietors of The Engineer and Electronic Engineering 


* For rates and details of other special positions still available please 
write to :— 
M. M. Hudson, Advertisement Manager. 


ELECTRICAL ENERGY, 28 ESSEX STREET, STRAND, LONDON, W.C.2. 


Phone CENtral 6565 
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“TF your telephone bell rings 
between 9 and 9.30 this 
evening, don’t say hello, say 
Mint Chocs.” With _ that 
exhortation ringing in the ears 
of listeners to Radio Luxem- 
bourg between 8.30 and 9 p.m. 
on Monday evenings, the stage 
is set for the weekly playing of 
the “Telephone game” by the 
representatives of Lyons 
chocolate sales department. 

The telephone numbers called 
are chosen completely at random 
by two members of the staff at 
Cadby Hall, and the appropriate 
list is sent to each representative 
to reach him on the Monday he 
is due to make his calls. There 
is, therefore, no possibility of 
infiltration of phone numbers of 
friends, relations and the like. 
The essence of the game has 
been, right from its inception, 
that all the calls made should be 
literally chosen at random. 

Speedy prize giving 

On average about 1,200 tele- 
phone calls are made each Mon- 
day evening, and the prize 
awarded on receipt of a correct 
reply is £5 sent by Money Order 
to the subscriber to reach him by 
the end of the same week. 

A mollifying factor in the game 
is that nobody telephoning can 
possibly lose for, if the correct 
reply is not received, the caller 
introduces himself, explains the 
game, points out that the com- 
pany do not like troubling people 
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48/s 32/s 16/s etc. 


PUBLIC TRANSPORT 


Bus sides, Bus rears, 
Tube Cards 


POINT OF SALE 


Showcards, Dimensional 
Displays, Mobiles, 
Crowners, Window Bills, 
Brochures 


SIGNS 
Banners, Flags, Pennants 


on any material 
in any quantity 


HOARDING POSTERS 


ADVERTISING CASE HISTORY—92 


The radio and telephone have 


combined to boost 


confectionery in— 


A’campaign with a medium 


that rings the bell 


for nothing and therefore, a small 
consolation prize of a box of Mint 
Chocs and a packet of Greenline 
Mints will be sent, again by the 
end of the same week. 

Checking of names and 
addresses has proved to be a 
necessary feature in view of the 
frequent changes in telephone 
exchanges and removals from 
one house to another, and the 
checking is done with every 
call. In some cases it has been 
discovered that not only has 
the occupant changed, but the 
road has been renamed—and 
the telephone exchange varied 
into the bargain. 

The idea was first mooted in 
the early summer of 1955 by the 
director of Lyons chocolate sales 
department. During a visit to the 


WALTER BRIAN LTD. 
| sereanprocess printing 20 Scv0qn Colour Porters 


407-409 HORNSEY ROAD, LONDON N.19 
Telephone: ARCHWAY S496-5497 


United States he had seen a form 
of advertising employing a 
random telephone call for the 
purpose of quiz questioning. 
Gradually, in asociation with the 
agents, McCann-Erickson, Radio 
Luxembourg and the Lyons pub- 
licity department the new full 
scale “Telephone game” was 
worked out. 

It first began to operate on 
September 26, 1955, and until 
Whit Monday (May 21), 39,471 
telephone calls had been made, 
and 2,664 £5 notes had been won. 
A little simple arithmetic thereby 
shows that, allowing for 9,090 
“No replies,” 27,717 sample 
packets of Mint Chocs and 
Greenline Mints had been dis- 
tributed. 

The first Monday evening of 


= ra. PERE aS , 
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September 26 was something to 
remember: 11 representatives 
made their calls from Cadby 
Hall and it is quite safe to say 
that no one had any really clear 
idea of the reception he was 
likely to get. 


Polite population 

But it was evident that evening 

and it has been proved com- 
pletely conclusively since—that 
the British are a remarkably 
polite nation so far as stray 
telephone callers are concerned. 

In the vast majority of 
instances calls have been 
listened to completely and 
only in very few cases indeed 
have any rude replies ever been 
received. The subscribers them- 
selves are almost invariably 
quite amused at the idea and 
where any diffidence has been 
experienced the promise of the 
consolation prize has turned 
the scales, so to speak, in the 
caller’s favour. 

This experience in relation to 
the telephone calls themselves has 
been reflected in the remarkably 
high volume of correspondence 
received. After the Monday 
night activities have been collated 
and the various awards duly 
despatched, 300 to 500 letters per 
week from the recipients is by 
no means uncommon and while 
one must admit that occasionally 
comes the odd postcard saying 
“This is in bad taste, don't do it 
again,” the great majority relate 
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it 


. . . now is the time to remind viewers of where 
they can buy your product—at the point-of-sale, 
the vital last link in your selling plan. 

Every shop in Great Britain is covered by 
C. D. O. window dressing service and national 


advertisers are offered the unique facilities 


ut... 


of this Organisation for the production, 
delivery and personal installation of displays 


in retailers’ windows. 


Advertising Managers . . . please write for 


our brochure or telephone us. . . 


CiTY BOLSPLAY 


ORGANISATION SHE 1281” 


30 UXBRIDGE RD. LONDON W12 
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ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


For the English-speaking people 
of Cyprus, the Persian Gulf and 


29 Oxford St., W.! 


P.O. Box 334 
i Ger: 0737 


Nicosia 


OUR SPECIALITY IS 
SETTING AND PRINTING IN 


FOREIGN LANGUAGES 


Turkish, Russian, Polish, Hungarian, 
German, Czechoslovakian, Bulgarian 


REPRO. PROOFS 


“Atol” Printers ltd. 


263 Holdenhurst Road, 
BOURNEMOUTH, 
Boscombe 37764 Hants 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our representative ) 

to call. Keen quotations. } i. 
Van Collections. J 
WARNES, 10, Station Parade, $.W.12. 


GN AI 
“CLASSIFIEDS " 


PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 
SERS umm 


142,655 
COPIES WEEKLY 


Every week the H.C.N. papers 
are the SURE selling force in 
this great market. Complete 
coverage in the publishing 
centres, and effective circula- 
tion throughout the 1,000 
square miles in Beds, Herts, 
and Bucks, covered by the 
Group. 

No other combination of media 
can do a comparable selling 
job, at a comparable cost, in 
one of the best test markets 
in the country. 


99/- 


Rate Cards on application 


TRADE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager: C.W. Gilder 


1,250,000 


Yes ! that’s the approximate 
number of copies ordered 
annually by keen readers of 
the leading trade journal, 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 
Advertisers and their agents 
can, of course, easily work 
out the weekly net sale and 
so realise they get the best 
value per £ spent. 


Send for details and rate card : 
Advertisement Manager 


149, Fleet Street, 
E.C.4 


Tel. : ClTy 2604 
(5 lines) 


HENDON 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 
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A phone game that helps 
to sell confectionery 
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Two representatives of J. Lyons & Co., Ltd., hard at work ringing 


people at the appointed hour. 
“Telephone game 


Apart from the interest shown in the 
by the general public (and few have objected), 


the response of the retailers has been considerable and has done much 
to increase Mint Chocs sales. 


how pleasantly surprised they 
were to receive the call at all, 
and how, in fact, they have told 
their friends about it. It has all 
gone to prove convincingly that 
the “Telephone game™ has be- 
come very popular 

The Monday night activities 
have not been without their 
amusing incidents, and the most 
outstanding was the night Mark 
Johns, radio critic of the Daily 
Sketch, received his call at 
home. He had, in fact, just 
moved into the house and the 
name on the list was, therefore, 
incorrect. He had read some- 
thing of the game in the press 
that same morning, and had 
thought it had been in the Daily 
Mirror. In point of fact it- had 
been in his own paper in Simon 
Ward's column! 


Premonition of son 

Then there was the case of 
Master Malcolm Porter. When 
his parents’ telephone number 
was rung, Mrs. Porter answered 
correctly, and as soon as the 
Lyons representative said “Con- 
gratulations,” she replied “Oh, I 
am so sorry. My small son, 
aged seven, was convinced we 
should be called this evening and 
stayed up until 8.45, when he 
fell asleep on the sofa, and we 
had to put him to bed.” 

Arrangements were then made 
with the mother for the call to 
be repeated in five minutes, so 
that Master Malcolm should have 
the pleasure of replying correctly 
—and when he did so the £5 was 
used to open a Post Office Savings 
Bank account in his name and the 
book was sent to his father for 
signature. 


Those are but two of the very 
many human interest stories 
which have come out of this 
operation—human stories which 
the local papers have not been 
slow to follow up. 

Most areas in the country have 
been covered at one time or 
another, as the idea of using the 
representatives from various call 
points on their respective journeys 
has made this easily possible 


Prepared with coppers 


Considerable effort has been 
made by the representatives them- 
selves in obtaining the use of a 
telephone for the vital half hour 
in some very rare cases it has 
been necessary to go into the 
public call box armed with 5s. 
worth of coppers, because it is 
reckoned that each man can make 
up to 20 calls in the half hour 
Wherever possible, arrangements 
have been made with local trades- 
people, hotels and public houses 
for the use of a private line 
Shopkeepers too have shown 
very considerable interest in 
the scheme. Several of them 
have installed window displays 
to tie-up with the game in the 
locality, and typical of the 
shopkeepers’ reaction is a con- 
fectioner in King’s Lynn who 
has said: “I consider the game 
an excellent way of advertising. 
and there is no doubt that re- 
sults show increased sales. At 
first it took time to get 
customers interested but 
it became the chief topic of 
conversation and we found it 
amusing to note the excitement 
after a win.” 
@ Continued on opposite page 
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AD MAN’S BOOKSHELF 


All the facts about the 
clothing industry 


Hard's Year Book for the Clothing 
Industry, 1956, published by United 
Trade Press Ltd., price Ws. 


OW to handle the new 

and increasingly impor- 
tant synthetic materials is one 
of the subjects dealt with in 
this year's edition of this 
valuable work. Another im- 
portant and topical section 
deals with the permanent and 
durable pleating of synthetic 


materials, while a _ further 
chapter is devoted to the 
strength and durability of 


garment seams—a matter of 
vital concern to manufacturers 
of all types of clothing. 


Charts and scales 


As well as the usual yearly 
reference sections, the year book 
contains the most comprehensive 
collection of size charts ever pub- 
lished, including scales from a 
number of European and Scandi- 
navian countries as well as from 
Britain, Canada and the United 
States. The charts cover men’s, 
women's and children’s under- 
wear and outerwear, the uni- 
forms of public bodies and the 
armed forces, and a wide range 
of industrial clothing. 

Reviews of new machinery and 
of clothing production in Britain 
and abroad provide the key to 
many savings in labour and 
materials. A large section of 
garment drafts and block patterns 
is also included with advice on 
the latest developments in cutting 
and making. 

Produced by the co-operating 
staffs of the Manufacturing 
Clothier and the Maker-Up, thjs 
vear book is invaluable to cloth- 
ing manufacturers and to anyone 


interested in the production and 
marketing of underwear and 
outerwear. 

To quote William Lemkin, 
newly elected president of the 
Clothing Institute, who 
written the foreword: “ 
a publication indispensable to 
the clothing executive, who can 
so easily recover the purchase 
price in the time saved by utilis- 
ing some of the outstanding ideas 
dealt with throughout the book.” 


Shoe cream show 


Designed and manufactured by 


Victoria Plastics and Designs 

Ltd., for Properts Ltd., this little 

man wire display stands seven 

inches high. Red balls are used 

as feet, and a yellow duster is in 
one hand. 


THE ‘TELEPHONE GAME?—continued 


Down in Dinas Powis, Miss E. 
Bate has given her opinion: “I 
thought the game to be the most 
novel form of advertising I have 
ever encountered, and when the 
Lyons representative told me 
that calls were to be made in my 
town I thought I would do all 
possible to co-operate. I had my 
window dressed and made myself 
personally responsible for seeing 
that every customer got a leaflet 
explaining full details. I was 
delighted that six people obtained 
a £5 note on the first occasion 
telephone calls were made in 
Dinas Powis and there have been 
other occasions since. Mint 
Chocs is a well-known phrase in 
Dinas Powis and the line is one 
of my very best sellers.” 

Various other factors have 
entered into the campaign. On at 


least five occasions it has been 
played in public from the stage 
of cinemas, with the audiences 
able to listen to both sides of the 
conversation. It is interesting 
that all points of the national 
compass have been covered this 
way—Yeovil, Bradford, North 
Walsham, Deal and Kettering. 
Interesting, also, has been the 
obvious tie-up with the film 
(which is still going the rounds) 
called “The Night My Number 
Came Up.” 

_ So great has been the public's 
interest in the game and so good 
has been the effect on the sales 
of Mint Chocs and Greenline 
Mints, which are also mentioned 
in the Radio Luxembourg pro- 
gramme, that contracts have been 
signed to continue it until the 
end of September. 
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Put your advertising on the 
map of County Durham. 


Putitinthe.. 


e EXTENSIVE 
e EFFECTIVE 


LOCAL ADVERTISING IS LOCAL NEWS 


LONDON OFFICE: 85 FLEET STREET, E.C.4. 
Telephone : FLEet Street 2845. 


HERE'S WHY THE WORLD'S BEST AIR BRUSH 


- AEROGRAPH 


AIR-BRUSHES 


The A-54 Air Brush with 
special new nozzle 


A new nozzle for the AERO- 
GRAPH Air Brush has just 
been Perfected that gives better 
atomization and finer lines than 
ever before, making exceptionally 
intricate retouching and delicate 
shading work so much easier. 
AEROGRAPH Air Brushes 
fitted with the new nozzle cost 
no more and are distinguished 
by a red band on the handle. 
Write today for full details to 
Dept. B.E.5. 


| 
| ‘The Aerograph Co. Ltd. ( Sales Division) 
47, Holborn Viaduct, London, E.C.1. CITy 4361 (5 lines) 
Factory at Lower Sydenham, S.E.26 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 
AGENCY: Lintas Ltd. 
ART DIRECTION: Group Basis 


ADVERTISER: T. Wall & Sons Ltd., London; pe Sapa x 
Godley, Cheshire; Edinburgh. 
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HAZELL SUN 
PEG PRICES 


In his annua! report, Col. O. 
V. Viney, chairman of printers 
Hazell Sun Ltd., says that sales 
increased by 14 per cent during 
the year which, taking into 
account the upward trend in 
costs, meant that about half this 
sum could be attributed to greater 
production. 

In the national interest it was 
intended to peg prices until 
March, 1957, as a restraint on 
the inflation spiral, this policy 
following the company’s practice 
in recent years of passing on to 
customers only part of the in- 
creased cost of wage settlements. 

“This policy,” he says, “is 
certainly in the interests of all 
concerned—staff, customers and 
shareholders. Further increases 
in the selling prices of periodicals 
and books would react seriously 
on our business.” 

Year's profit for the Hazell 
Sun Group, after taxation, was 
£503,020. 


Advice about 
buying paper 


A large proportion of all 
nrinting troubles can be avoided 
by proper selection of paper and 
board. What, then, are the 
points to remember when order- 
ing and what tests should the 
printer carry out to see that his 
paper is up to standard? Full 
information on questions like 
these is given in two guides* 
issued by Patra on paper buying 
—one for the letterpress industry, 
the other for lithography. 

The guides, presented in book- 
let form, consist of three parts— 
a series of cards showing what 
properties various papers and 
boards should have to obtain the 
best-printed result; an account 
of some common troubles in 
printing which may arise from 
the paper ; and a list of proper- 
ties and the effect these have on 
printing together with references 
to the appropriate testing 
methods. 

The cards are clearly indexed 
and may be readily removed and 
replaced. In the letterpress ver- 
sion there are eight cards ; in the 
lithographic one, six. The letter- 
press guide gives cards covering 
art or chromo paper; coated 
board ; featherweight book 
papers; imitation art, S.C. and 
M.F.; machine-coated; mech- 
anical printing ; newsprint ; and 
white lined board. Cards in the 
litho guide cover brush-coated 


paper/board; cartridge; litho 
printings, S.C. and M-.F.: 
machine coated; M.G.; and 


white lined board. 


The technical terms referred to 
by the cards are clearly explained. 
* ‘Buying Lithographic Papers and 


Boards’ and ‘‘Buying Letterpress Papers 
and Boards,”’ price to members of Patra 
Ss. each; to others 15s. 
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THE GRAPHIC ARTS 


—a weekly news survey 


A tion the British Thomson-Houston Co., Lid.’s stand at the Inter- 
oy pt Machine Tool Exhibition held at Olympia. 


NEW PRINTING EQUIPMENT 
IS REVIEWED BY PATRA 


An electronic camera phe i are ty 
directories, catalogues price ‘ 
At Giving details, “Printing Abstracts,” published by the 


America. 


-type publications such 
has been developed in 


Printing, Packaging and Allied Trades Research Association, notes 
that copy is in the form of index cards, typed on a Justowriter, which 


are run through the camera. 

The machine automatically 
photographs the listing portion of 
each card, either same-size or 
reduced, in columns of predeter- 
mined length. The rated speed 
is 230 cards per minute. Listings 
are photographed on a _ con- 
tinuous 400 ft. roll of film, which 
is processed, cut into column 
lengths, made up into page 
formats, and used as the negative 
for offset plate-making. 

Other interesting developments, 
mentioned in a section dealing 
with miscellaneous printing 
machines and devices, include a 
new carton imprinting machine 
which automatically feeds, im- 
prints and stacks 10,000 pieces an 
hour ; an automatic machine for 
applying “glitter” or “sparkles” 
on greeting cards, posters, etc.; a 
colour separation camera de- 
signed for a mechanised method 
of reproducing continuous tone 
colour separation negatives from 
colour transparencies; and a 3-D 
magnifier for such operations as 
examining type, checking register, 
and retouching or stripping nega- 
tives. 


Inks and varnishes 


New letterpress items include a 
stop-cylinder machine with a 
maximum speed of 2,500 i.p.h., 
and a Glockner-type cylinder 
press which takes sheets up to 
19} in. x 25% in. In regard to 
lithography, Abstracts covers a 
web-fed perfecting offset press for 
newspaper printing from direct 
image plates which will print any 
page width up to 174 in. and 
depth up to 21} in.; and an off- 
set duplicator which will take 
paper or metal plates in sizes 
from 8} in. x 114 in. to 12 in. x 


144 in. It is claimed to have a 
production speed of 8,000 copies 
per hour. 

On inks and varnishes, Printing 
Abstracts gives information on 
new screen process inks which are 


hard-dry in 20 to 25 minutes; 
washing agents for rollers, 
formes, type and plates. Notes 


are also given on the protection 
of books against insects and 
moulds; a new coating for pro- 
tecting magnesium plates against 
oxidation and pitting while plates 
are in storage; and the Colloid 
transfer process for the prepara- 
tion of lithographic plates. 


Printer’s club 


Latest step in the expansion of 
Perivan Group Ltd., the well- 
known Southend printers, is the 
formation of a staff social and 
sports club. The club meets 
regularly on alternate Fridays 
and, although still in its infancy, 
has already organised a full pro- 
gramme of social and sports 
events. ; 

The formation of the club is 
a direct result of Perivan’s rapid 
expansion. 


. . ° 
British firms 
The Fifth Salon International 
des Techniques Papetieres et 
Graphiques, which ended in 
Paris last week, was a roaring 
success for British exhibitors. 
£34,000 worth of Miller presses 
were sold in one day, George 
Wood of Soldans reports. D. H. 
Higgs of C. F. Moore & Sons 
said his firm had sold equipment 
to firms in Germany, Holland. 
Belgium and Italy. 
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Fife Free Press 


extends works 


The home of the Fife Free 
Press on the corner of Hunter 
Street and Kirk Wynd, Kirkcaldy, 
has undergone its second trans- 
formation since 1892. In June, 
1937, alterations added another 
storey to the building, increasing 
the accommodation from two to 
three working floors, with an 
attic storeroom capable of carry- 
ing up to 100 tons of newsprint. 


In June this year, exactly 19 
years later, an extension to the 
printing works built over the 
offices and shops in Kirk Wynd, 
has been occupied. The archi- 
tects were set a difficult problem 
when they planned the extension. 
The problem basically was one 
of supporting heavy Linotype 
machinery on an old building 
which had never been designed 
for that purpose. 


The floor of the new extension 
covers some 4,000 sq. ft.. thus 
roughly doubling working floor 
space available. It now accom- 
modates five Linotypes and asso- 
ciated machinery, and the whole 
equipment of the composine de- 
partment. The removal of the 
heavy machinery from the old 
building to the new extension was 
a tricky operation in itself. The 
whole job was completed in two 
week-ends, with the co-operation 
of L. & M. Ltd., and Crabtree 
& Sons. 


PATRA OFFICERS 


At the annual meeting of the 
Printing, Packaging and Allied 
Trades Research Association, 
held recently in the Connaught 
Rooms, London, Sir Dennis 
Truscott was elected president. 
Lord Astor of Hever, Dr. C. H. 
Clarke, Sir Guy Harrison and 
Sir Robert Leighton were elected 
vice-presidents. Sir James Water- 
low (Amalgamated Press) was 
elected chairman, G. B. Scott 
(W. S. Cowell Ltd.) and Douglas 
A. Hunt (Hunt Partners Ltd.) as 
vice-chairmen, and R. G. Connell 
(Metal Box Co. Ltd.) as hon. 
treasurer. 

New members of the Council 
appointed for 1956-7 are Charles 
Batey (University Press, Oxford), 
N. Donald MacLehose (Robert 
MacLehose & Co. Ltd.), L. G. 
Rich (Venesta Ltd), W. R. 
Tomlinson (Reeds Corrugated 
Cases, Ltd.), and Raymond A. 
Walker (Sun Printers Ltd.). 


sell in Paris 


French agent for T. C. Thomp- 
son Ltd.. who turn out the 
Thompson-British Auto Platen, 
said the machine on show was 
sold three days before the exhibi- 
tion actually started. A further 
three were sold at the stand. 
Smyth-Horne Ltd. made sales as 
far afield as Milan and Mexico. 

Sales of Aerostyle Mark III 
had surpassed their expectations, 
said Mr. Webb of Aerostyle. 
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HE CELEBRATES 
WITH A 
NEW NOVEL 


"WHE week in which Denis B. Wylie, 
publicity manager, Yorkshire Post 
and Yorkshire Evening Post com- 
pleted his 30th year in advertising, 
also saw the publication of his second 
novel, Joyous Errand, by Hodder and 
Stoughton. 
A romantic 
+ and humorous 
Pmystery 
story, Joy- 
ous Errand 
contains no 
direct mention 
of advertising 
—although a 
character 
orders a 
Guinness “the 
size of the 
ones in the 
posters’’—but 
one chapter 
has some 
thought- 
provoking 
reflections on market research. 
Member of the Publicity Club of 
Leeds and of the British Association 
of Industrial Editors, Mr. Wylie edits 
the Yorkshire Post's own happily- 
named staff magazine, The Postscript. 
Two years ago his first novel enjoyed 
a fine reception by the critics. 


Denis B. Wylie 


Ww ITHOUT comment—and also 
without any alterations—I append 
herewith a letter from one Willy 
Engemann, whose address is Brilon 
i/ Westf., Déselberg 6, Germany : 

“It is my a great pleasure today 
to you to write. I have a great 
please to you. I can first a little 
English but I hope that you under- 
stand me. I am a calamity-howler, 
I would like a girl from England 
with whom I me writen can. I! 
would a_ beautiful correspondence 
with an English girl. 

“I am 21 years old and 1.74m 
great. I am painter, and learn art, 
and English. I am a German boy. 

“Oh, please help me to come to 
known a English girl. I hope that 
you me help can. I hope that my 
good wishes have brought me luck. 

“I am afraid that I could not 
good English but it his soon better. 

“Please write you me soon.” 

* * * 


Back from a holiday-cum-study 
trip to New York and Los Angeles 
is Eddie Saunders, an artist at Rex 
Publicity. Mr. Saunders, who is 
brother-in-law to Gracie Fields and 
met her out there, “took in’ Holly- 
wood, Santa Monica, Beverley Hills 
and last, but by no means least, 
Disneyland. 

Brother artists and others at Rex 
Publicity have been subjected to 
large doses of Disneyland daily since 
Eddie’s return. This fabulous town 
of the late 19th century and early 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 
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Farewell party to Harry L. Hardwick, director of Pratt & Co., Manchester, 
on his retirement after 55 years in advertising. Picture shows members of 


First Friday Club at the home of F. E. B. Thomas, managing director, Star 


Process Co. Ltd., prior to luncheon at Mere Country and Golf Club. 
Among the group are O. Dearden, ABC TV; A. R. Wood, Star Process; 
Albert Stockton, ‘‘Drapers’ Record”; Neville Beaty, “Punch”; R. Highland 
Longdon, Westminster Press; E. J. Sibbald, lliffe & Son; T. H. Harper 


(chairman), Osborne-Peacock Co.; 


H. L. Hardwick; F. E. B. Thomas; 


Raymond Thompson, director, ““News Chronicle’; W. McMillan, advertise- 


ment director, 


20th =century has horse-drawn 
trolleys running in the streets, the 
horses wearing straw hats with holes 
for their ears. The cars are real 
veterans and there is a milk delivery 
vehicle that must be almost the first 
ever. The police look like the 
“Keystone” variety and there are 
old-fashioned brass bands playing in 
the streets 

Mr. Saunders was impressed by 
the tremendous improvement in 
American packaging, stimulated, no 
doubt, by the supermarket. I 
gather he also heard some pretty 
Straight talking about the reasons 
for the poor repeat orders for 
British cars! 


Medal Winner 


WHEN Harold G. Parkin (who has 
been awarded the President’s Medal 
of the Institute of Practitioners in 
Advertising) was studying at the 
Royal Academy of Arts, he was asked 
by Professor Tristran, the authority 
on mediaeval 
art, to design, 
carve, and in- 
stal a replica 
of the famous 
14th Century 
Beaumont 
Brass in Dur- 
ham  Cathe- 
dral. This 
brass, which 
is the largest 
inBritain, took 
Mr. Parkin 
nearly four 
years to com- 
plete in his 
spare time. 
Early designs 
had to be 
worked out entirely from a descrip- 
tion of the original brass written by 
a monk who was making a survey of 
the Cathedral 500 years ago. 

After wartime service as a technical 
artist with Rolls Royce, Mr. Parkin 
returned to the Royal Academy of 
Arts in 1946 and two years later got 
his ARCA. He now works in the 
creative department of G. Street & 
Co., Ltd. 

The award he has just received is 
made at the discretion of the president 
of the IPA—based on the advice of 
the examiners—for candidates who 
submit papers of outstanding merit. 
This is the first time that the medal 
has been awarded to a candidate in 
the Final examination since 1950 and 
only the sixth medal to be awarded 
since it was instituted in 1934. 


Harold G. Parkin 


“Manchester Guardian.” 


The memory man 
of signs 


From the Renfrewshire village of 
Neilston, Glasgow, go out examples 
of the work of Charles Strain, road- 
side advertising contractor, which 
can be seen all over the country. 
As a boy he was apprenticed as a 
painter, with Franco-British Electric 
Co., but after the last war he set 
up a small painting and decorating 
business of his own in Glasgow. 
From there he moved to his present 
premises in Neilston. 


It was while operating from his 
small shop that he secured the con- 
tract for the building and main- 
tenance of the many thousands of 
Reflex roadside advertising signs 
from John o'Groats to Doncaster. 


A Scottish colleague told me that 
Mr. Strain showed him a long list 
of numbers, each one pertaining to 
a sign—somewhere in the country. 

When my colleague picked one 
at random, Mr. Strain was able to 
reel off exactly where the sign was, 
what was advertised on it, on whose 
land it was, the name of the 
official on the local planning 
authority who had to be consulted 
before the erection of the sign could 
take place, and even what type of 
person he was. 

Mr. Strain estimates that he and 
his men travel over 1,000 miles 
each week in their work. He has 
one son who is also a painter of 
signs. 


CONTACT 
WEEK'S WISECRACK 
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“Now that someone has 
discovered a statistical link 
between beer and cancer, 
Carruthers is cutting down 
to 40 a day.” 
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audience costs as low as 1/2d. per thousand 


“THERE is no comparable lower cost mass advertising medium than Radio Luxembourg. 

It can reach 5,850,000 homes in Britain in the course of one week at a comparative 
cost-per-thousand five times lower than TV. At some time Radio Luxembourg goes 
into 70°, of the homes in Britain. 


New nonstop programmes. In addition to the normal sponsored half-hour shows, 
revolutionary new programmes like JAMBOREE—a weekly 2-hour nonstop radio show 
packed with surprise and suspense, and spiced with commercials—provide new 
flexibility and big new selling opportunities for the large and small advertiser. 

£300,000 on new transmitters. In the autumn, a new £300,000 specially beamed and 
sited transmission system will give first class reception, complete coverage throughout 
Britain and bring millions of new listeners to Radio Luxembourg. * 


A strong, nation-wide advertising campaign will spearpoint the drive to pull in new 
listeners. Time channels are already booking up, so ask Radio Luxembourg for full details today. 


RADIO LUXEMBOU 


%* Figures quoted are from surveys carried out by Social Surveys Ltd. (The Gallup Poll) 
Radio Luxembourg (London) Ltd. 
38 Hertford Street, London, W.1 
Telephone: LEGation 5961 
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ADVERTISER'S WEEKLY 


PUBLICATIONS IN THE NEWS 


272-pages for 
jubilee issue 


For its diamond jubilee on 
Wednesday of last week, Syren and 
Shipping Illustrated produced a 272- 
page issue in which about 350 engi- 
neering firms, including many of 
the biggest in this field, took space, 
many of their advertisements being 
in colour. Over 30 articles, gener- 
ously illustrated, were contributed 


by leading industrialists, tech- 
nologists, and others. 
” * + 


A new Victor Canning serial 
commences in Everybody’s this 
week entitled “Young Man On a 
Bicycle.” | Double-crown _ posters 
support this issue. 

* * * 

Kemp’s Uxbridge and District 
Local Directory, price 5s., has just 
been published by Commercial & 
Holiday Guides Ltd 

* * * 

The offices of Toy Trader & 
Exporter are now established at 
Chansitor House, 38 Chancery Lane, 
London, W.C.2. This publication 
has recently been taken over by 
Speight Publications (London) Ltd. 


* * * 
Eight sun-catching, no-pattern 
holiday outfits, inspired by Italian, 
French and Californian beachwear, 
can be made from diagrams in the 
August Everywoman, on sale 
July 20. 


Hutchinson & Co., Ltd., are to 


co-operate with Sporting Record 
this summer in a special sports 
= ape ro at the Butlin 
amps. contestants will be 
awarded coe from the lists of 
Hutchinson & Co., Ltd. 

* * 


Motor Transport is bringing out 
three special September issues -for 
the — eet aenpiaen. 


PhotoART Publishi Co. Lid., 
publishers of PhotoART and Photo- 
view, state that, with effect from 
September, Photoview will have a 
separate advertisement rate of £30 
per page. There will be greater 
a to amateur and professional 

otographers. Circulation of 
over 21,000 copies monthly is 
guaranteed, with a combined circu- 
lation for PhotoART and Photo- 
view of over 55,000. 

* * * 

A new impression of Taking Care 
of a Car (4th edition) has been pub- 
lished by Temple Press in associa- 
tion with The Light Car. 


World’s oldest ? 


The claim that it is the oldest 
farming paper in the world is made 
for The Farmers’ Gazette, published 
in Dublin. The journal was estab- 
lished in 1842. 


. 

July issue of The Richer takes 
on a new look, and with it goes 
the half-page advertisement from 
the cover. The new issue makes 
increased use of blocks, type re- 
design and enlarged headings. — 


Good “Types 
to Employ. . 


Sans for photography 
Times for legibility 
F. & C. for reliability 


FOSH & CROSS LTD 


for LETTERPRESS and OFFSET LITHOGRAPHY. 
DESIGNERS, BINDERS and PROCESS ENGRAVERS 


80-92 MANSELL ST., LONDON, E.1 


Telephone : 
ROYAL 1731 (10 lines) 


Telegrams : 
Printrade, Edo, London 


“ik (OOROR) SUPPERMEAT 


WOMANS. JOURNAL 


Fiction lovers will enjoy “A Great 
Day for Bonzo,” a short complete 
novel by H. E. Bates, speciall 
written for Woman's Jo 
appearing in the August issue on sale 
July 25. Also in this number is a 
Special Summer Supplement o 
quick recipes compiled by Elizabet 
raig. 
* * 7 

The first (Early Georgian) volume 
of English Country Houses, pub- 
lished by Country Life Ltd., at six 
guineas, has been hailed by the 
Saturday Review, New York, as “the 
most beautifully printed book on 
architecture that has been seen in 
America for a longer time than any 
architectural historian would care 
to remember.’ Christopher Hussey 
fs the author ; Robert MacLehose 
& Co., Lid., the printers; and 
Sun Engraving, the blockmakers. 
Volumes on Mid- and Late-Georgian 
Houses are to follow. 


Direct-mail drive 


_Newsweek plan a_ large-scale 
direct-mail subscription campaign 
this year for their European edition 
—similar to an earlier one which 
produced 5,000 subscriptions. 
Weekly sales for the second half of 
1955 averaged 36,308 copies. 
*x oa + 
August issue of The Caravan 
reports on the progress made by 
the enthusiasts who build their own 
caravans or modify proprietary vans. 
* * * 
Women’s Wear News are running 


a nation-wide fashion competition 
with a £100 prize. 


Pools features 


The Daily Mail is planning new 
and exclusive pools features. There 
will be a special series of articles to 
introduce the new soccer season. 


* ” ” 
Roy (Rubber Bones) Webb, one 


of the few men to make good his 
escape from the grey walls of Dart- 


moor prison, tells the story of his - 


escape in the No. 8 issue of True 
Detective Magazine, published on 
July 26. 

* « * 


Wife & Home for August pro- 
motes the issue with a_ special 
summer beauty bargain offer— 
Rimmel lipstick and perfume for 
2s. 9d. Publicity will be by double- 
crown posters. 


* +. * 
The Autocar is publishing two 
special numbers covering t 


Mans Race, being held from July 
28-29. 


JuLy 13, 1956 


We Hear 


German publication “De 
Medizinisches Journal,” post-gradu- 
ate study journal for 
———y monthly. 
irculation 

. * * 


The editorial and advertising 
departments of 208 and View are 
now located at 56a Rochester Row, 
London, S.W.1, 

*x x * 

Hugh Barty-King, publicity man- 
ager of The Cape Asbestos Co., 
Ltd., will handle from his office at 
114 Park Street, W.1., all advertis- 
ing, publicity and public relations 
for Cape Building Products Ltd. 
Mary Noble has joined Mr. Barty- 
King as his assistant. Taylor Adver- 
tising Ltd. are the advertising agents. 


Circulation rise 


Birmingham Evening Despatch 
circulation rose from 165,166 co r= 
per day for second half of 195 
68.198 for the first six months of 


* * * 


A publicity Se to attract 
foreigners to Brighton is in full 
swing following the success of last 
year’s “Operation Continental” to 
persuade French, German, Belgian, 
Dutch and Scandinavian holiday- 
makers to visit this Regency resort. 


* * * 


Richard Henry of London and 
Rome, internationally known hair 
stylists, have  -_y Foote, Cone 
& Belding L to handle their 
public relations. 


* * - 


C. Mark Floyd, director of 
Tibbenham Publicity Ltd., gave a 
45-minute talk to the Wholesale Tex- 
tile Association’s Summer School at 
Worcester College, Oxford, on 
July 4. He spoke on advertising, 
with particular reference to the pub- 
licity problems of the manufacturer, 
retailer and wholesaler. 


* * * 


Choose a Constructive Career 
with the Bovis Holdings Group is 
the title of a booklet issued by 
Bovis to inform secondary school 
leavers of opportunities offered by 
this group in the building and civil 
engineering industries. 


Ad revenue 


Brighton Corporation earned 
£4, from advertising on its buses 
last year. 


* * * 


Howard S. Cotton Ltd. have 
been =e publicity consultants 
to the Photographic Dealers’ Asso- 
ciation. 

* * *x 


Twenty-seven lovely girls will be 
in London next Thursday to com- 
pete for the title of National Dairy 
Queen, 1956. The National Dai 
Queen Contest, and the Dairy Ball 
which follows it, are the last activi- 
ties of June Dairy Festival. 


* * * 


Change of address: The London 
branch of the Quigley Pu 
Co. Inc. of New York has moved 
to 4 —~* rot Leicester Square, 
London, W.C.2 
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Have YOUR Next Test 
DUNDEE 


MAY CAUGHT BY LANGLEY OFF MILLER— SECOND TEST AT LORD'S 26.6.56 


You are batting on a good wicket when you 
choose Dundee for a Test Campaign. 


Over 200,000 people shop in Dundee. 


Trade is good. 177,000 people live in the 
city’s 56,000 houses. 87,000 of them 
are employed in a variety of industries. 


Dundee’s two newspapers, the “‘ Courier "’ 
and the “‘ Evening Telegraph,’’ offer 
maximum publicity. 


We’d like to send you our News Sheet 
with full data on Dundee as a Test Town. 
Advertisement Manager, *‘ Courier ’’ Office, Dundee. 
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Nationals for 
Torflex shoes 


During August, September and 
October a large advertising cam- 
paign will be in — for C, & 
J. Clark Ltd.’s Torflex children’s 
shoes. Advertisements will be ap- 
pearing in the Daily Express, Daily 
Mail, Daily Telegraph, Daily Herald, 
News Chronicle, Sunday Express, 
Sunday Pictorial, Scottish and Irish 
papers, Illustrated, Woman's Own, 
Family Doctor, Good er. 
ing and trade press. —_ are 
Cc. D. Notley Advertising td 


Fish appropriation 
is £100,000 


The 1956-57 advertising schedule 
for the White Fish Authority, which 
includes national dailies, evening 
newspapers in London and Northern 
Ireland, Radio Times and point-of- 
sale material, is to have an appro- 
priation of £100,000. : 

The Authority has taken into 
account the advertising by the 
British Trawlers Federation and the 
advertising has, therefore, been 
designed to increase the scope and 
appeal of the industry's advertising 
as a whole. ane are Mather & 
Crowther Ltd 


Currys’ new ” moped 


A new Continental moped, the 
Patria, will be marketed in this 
country exclusively by Currys, the 
cycle and radio multiple firm. Ad- 
vertising for the moped will be in 
provincial papers and the trade 
press. Agents are Osborne-Peacock 
Co. Ltd. 


“‘ They are 
artists’ agents 
truly looking 


TV, press and posters in boost for 
Twentieth Century-Fox film 


The new Twentieth Century-Fox CinemaScope film, “Smiley,” 


which will 


be released in North-West London on July 23, is to have an extensive 


link-up campaign with Raleigh bicycles 


Area prizes are being arranged 


for children in a joint Safety First-Raleigh-F ox drive, and some 2,000 dealers 
throughout the country have been supplied with window display material. 


National campaign 


for radio firms 


McMichael Radio, Ltd., who 
have been advertising for an adver- 
tising manager, plan to launch a 
national campaign, states Bentley 
Jones, director in charge of com- 
mercial operations both for that 
concern and for Radio and Allied 
Industries, Ltd. (Sobell), who 
recently acquired McMichael. 

McMichael Radio have cut the 
price of their products by about 
20 per cent. and increased their 
sales force by about 50 per cent. 
Their marketing operations will re- 
main separate from those of Radio 
and Allied Industries. 


Sunday papers used 


Kamella Ltd., manufacturers of 
children’s and baby clothes, who 
advertise extensively in women’s 
magazines, have now added Sunday 
newspapers to the list of media. 
jae are Stonehouse Advertising 
t 


HAROLD FORSTER, the great dynamic | 
figure artist, pays this generous tribute 


to our services. Together with other 


after the 


famous artists we represent, Harold 


Forster recognises the value of our art 


best interests 


agency to artists and clients alike. It is a 
measure of our success as artists’ agents 


that we represent no less than 60 skilled 


of artists and 


artists whose work can benefit your 


publicity. In addition, we now have the 


in doing this 


exclusive representation of that fine 
photographer KENNETH COLE, of 


Studio Cole, and can offer the excellent 


best help the 
client...” 


facilities of his West End studio. Our 
graphic service is probably unequalled 
for scope and quality : ask us to show 
or send you specimens and judge for 


ARTISTS’ AGENTS 


GRANVILLE HOUSE, or peal ST., 


Half-a-million entry forms and 
over 8,000 double-crown posters are 
being sent to cinema managers free 
of charge. 

Raleigh are advertising the link- 
up in the press by means of eight- 
inch doubles on a co-operative basis 
with the film company, beginning 
with the London Evening News 
and leading provincials, including 
half-pages in the junior editions. 
Agents for Twentieth Century-Fox 
are Allardyce Palmer Ltd., and for 
Raleigh Cycles, Dorland Adver- 
tising Ltd. 


Spots on ATV 


Twentieth Century-Fox have also 
booked three 60-second spots on 
ATV to advertise the film. These 
will be screened on July 22, 29 and 
August 5. The films have been 
made by TV Advertising Ltd. and 
feature Shirley Abicair singing. 

Although television advertising of 
this film is in the nature of an 
experiment, plans are already well 
in advance for Twentieth Century- 
Fox to continue the use of this 
medium in the London area, with 
a possibility at a later stage of 
networking the TV spots. 


Jury 13, 1956 


New cigarette 
by Gallaher 


A new brand of cigarettes, 
made by Gallaher Ltd., are to 
be launched with a national 
press advertising cam a at 
the end of this mon 
are called “Olivier,” after Sir 
Laurence Olivier, and are cork 
tipped. Advertising agents are 
Service Advertising Co. Ltd. 


. * . 
Recruiting drive 
by USA company 

A series of advertisements has 
appeared in the London Evening 
News for the American company 
Remington Rand Univac. The 
company, which is a division of 
Sperry Rand, is trying to recruit 
electronic design engineers, physi- 
cists, mathematicians and mechani- 
cal design engineers to work in the 
company’s factories and laboratories 
in the United States. 

Other advertisements will be 
appearing in one evening newspaper 
in each provincial town. Dudley 
Turner & Vincent Ltd. are the 
agents. 


FIREWORK DISPLAY 


Advertisements will be appearing 
prior to November §, in the Dail; 
Express, Daily Mail, Daily Mirror, 
News Chronicle, Daily Herald, Dail, 
Sketch, Evening Standard, Evening 
News, Star, Manchester Evening 
Chronicle, Liverpool Echo, Radio 
Times, Meccano Magazine, Express 
Weekly, Eagle and trade press for 
James Pain and Sons Ltd., fireworks. 
Agents are George Cuming Ltd. 


|CURRENT ADVERTISING AT A GLANCE 


Accounts 


GIFTS & FANCY GOODS FAIR, 
BLACKPOOL (publicity & pro- 
motion) for Reid Walker Adver- 
tising Ltd. 

YORKSHIRE (MAIL ORDER) 
WOOL CO. SPEEDWELL 
POSTAL SERVICE (APOLLO 
HAIR TREATMENT) ; WIGGS 
re Accounts for Stuart Hirst 

td. 

McKELLAR WATT LTD.; SCOT- 
TISH EXPORT HOUSES LTD.: 
CLYDE PORTLAND CEMENT 
LTD.; BLUE STAR GARAGES 
LTD. Accounts for Sommerville 
& Milne Ltd. 

LICENSES & GENERAL INSUR- 
ANCE CO., for Central News 
Ltd., from August 1. 


Campaigns 


REMINGTON RAND UNIVAC, 
using provincial evening news- 
papers to recruit engineers. (Dud- 
ley Turner and Vincent Ltd.) 

BLICK TIME RECORDERS 
LTD., using provincial papers 
and trade and technical publica- 
tions for time recorders and 
watchmen’s clocks. (White & 
Carter Ltd.) 

WHITE FISH AUTHORITY, using 
national dailies, provincials, even- 
ing papers, point-of-sale material, 
etc. (Mather & Crowther Ltd.) 

TWENTIETH CENTURY-FOX & 
RALEIGH INDUSTRIES LTD., 
using London Evening News and 

rovincials. (Allardyce Palmer 
33 and Dorland Advertising 


LONG’S IRISH LINEN, using 
large spaces in national dailies. 
Sundays and women’s magazines. 
(Alfred Bates & Son Ltd.) 

OPTABS (Tablet Eye Lotion), using 
ee evenings. (Stuart Hirst 


JAMES PAIN & SONS LTD. 
using national dailies, London 
evenings, provincials, Radio 
Times, children’s papers and trade 
press. (George Cuming Ltd.) 

CURRYS, using provincial papers 
and trade press for new moped. 
(Osborne-Peacock Co., Ltd.) 

KAMELLA LTD., using Sunday 
Express, Sunday Times, The 
Observer, Sunday Post, and 
women’s magazines for children’s 
clothes, etc. (Stonehouse Adver- 
tising Ltd.) 

Cc. & J. CLARK LTD. using 
national dailies, Sundays. maga- 
zines and trade press for Torflex 
shoes. (C. D. Notley Advertising 
Ltd.) 

D. & W. GIBBS LTD. using 
nationals, women’s magazines and 
trade press for Astral Cream. 
(Lintas Ltd.) 

SCOTT & BOWNE LTD., using 
national press, magazines, trade 
press and Radio Luxembourg for 
Stablond and Brunitex hair com- 
petition. (Saward, Baker & Co. 
Ltd.) 

GALLAHER LTD., using national 
press for Olivier cigarettes. (Service 
Advertising Co. Ltd.) 

STAAR ELECTRONICS LTD., 
using nationals and trade press 
for Orbit three-speed record 
player. (E. Walter George Ltd.) 
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Telemat offers fully-animated TV cartoons at by far the 
lowest cost of any obtainable in Britain 


You can put your own sales message on TV for an average of £3.0.0 
per week. 


You can use any of the 60 cartoons in the Telemat library, your own 
slogan or sales message at no extra cost. 


Telemat guarantees exclusive showings in each area. 


You can obtain generous discounts for booking in more than one ITV area, 
and the more transmissions used, the greater the discount. 


EEL EIMpPART 


Telemat cartoons cut the cost of your TV transmissions. 
You rent, but do not buy top-quality cartoon films. uo +e. : FAMILY 
Here are two of the 60 available choices : i a WATCHING TV 
Dad turns knob on set. Close- 
up of TV screen. Your mess- 
age animates on the screen. 
Sound effects included. 
18. GOLFER AND 
GREEN 
Little golfer hits golf ball. 
Camera pans up flag pole. 
Your animated lettering 


appears on top of flag-pole 
(sound effects throughout) 


‘*I am glad that ABC Television have the exclusive rights 


George Cooper to handle Telemats on their Midlands and Northern net- 
work, All advertisers can now cover inexpensively the 


Advertisement Controller of ABC whole of the Midlands and Northern ITA areas by using 


Says : Telemats in one of the seven Time segments available with 
ABC Television. Our sales staff is completely equipped to 


demonstrate Telemats to you.’ 


(UNITED KINGDOM) LTD. 


16 SHERATON STREET, LONDON, W.1 GERrard 5435 
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I’VE A NOTION 


for promotion that 


captivates - 


fascinates - 


scintillates - 
ROTAIRates - 

Oh hang it! 
originates from the 
Miles Griffin Co. Ltd. 
4, Seaton Place 


Hampstead Road 
London, N.W.1 
EUSton 7411 


- Halas/Batchelor 


make religious 
cartoon film 


_Dr. Henry Endress, executive 
director of the Laymen’s Move- 
ment for Stewardship of the 
United Lutheran Church of 
America, has arrived in London. 
He is here to watch the progress 
of a_ twenty-two-minute, full- 
colour animated film, The 
Candlemaker, which Halas and 
Batchelor Cartoon Films are 
making for his church—the first 
cartoon film in the religious field. 
Halas and Batchelor, whose re- 
markable full - length subject, 
Animal Farm, created a sensation 
in world film circles, won the 
contract to make this film for the 
Lutheran Church, which will 
bring 48,000 dollars to Britain, 
in direct competition with major 
American cartoon companies. 

Joy Batchelor, wife and partner 
of John Halas, is at present in 
America to discuss, among other 
future projects for their company, 
a cartoon film of the James 
Thurber story, Last Flower. 


JuLty 13, 1956 


James Guthrie Rae is the Scot who plays Peter Blake, now more popularly 


known as Peter the Planter, in the 


J. Lyons & Co., Ltd., commercials. A 
retired tea planter, he has made 35 films. 


He is seen here with his wife, 


Ness, who also appears in the commercials. 


Resort adopts ship ¥ 


Scarborough Publicity Com- 
mittee has recommended that a 
new frigate, H.M.S. Scarborough, 
at present being fitted out at 
Newcastle, be adopted by the 
town. The frigate, which is to 
be commissioned in December, 
has been built by Vickers Arm- 
strongs Ltd. and was launched on 
April 4 by Countess Scarborough 
and is the 11th ship to bear the 
name of the resort. 


EXPANDING FRENCH ADVERTISING 


@ Continued from page 10 


about the way a great many so- 
called PRO’s, who seem to have 
an altogether wrong conception 
of the real meaning and function 
of public relations, bombard the 
newspapers with “press releases” 
which really consist of little 
more than advertising copy in 
editorial guise. 


“More strict conformance”’ 


Claude Bellanger, managing 
director of Le Parisien Libéré, 
deplored this practice and urged 
more strict conformance with the 
existing code of professional 
practice relating to PR in France. 

This view was supported by 
R. L. Dupuy, head of one of 
France’s leading agencies and 
president of the National Asso- 
ciation of Advertising Consul- 
tants. There is too much wrong 
thinking on the subject of public 
relations in France, said Mr. 
Dupuy, and it is an urgent matter 
that current misunderstandings 
should be cleared up. 


Significant landmark 


The Congress was described by 
its president, Henri Hénault, head 
of the Synergie Agency and 
President of the Fédération Fran- 
caise de la Publicité, as a signifi- 
cant landmark in the develop- 


ment of French advertising— 
| providing an opportunity of 
surveying past achievements, 


| 
' 


taking stock of the present situa- 
tion, and planning for the future. 
“We realise that we have a lot 


| to learn from the United States,” 


said Mr. Hénault, “but we are 
confident that in the years to 
come France will make immense 


| strides in the application of adver- 


tising techniques.” 


Some 30 foreign ad men 
attended the Congress, either as 
guests or as active participants. 
Among them were America’s 
Four A’s_ president, Frederic 
Gamble, Britain’s Colonel Alan 
Wilkinson, president of the In- 
stitute of Practitioners in Adver- 
tising, and Leslie Room, 
director-general of the Advertis- 
ing Association of Great Britain. 
The’ British contingent also 
included London agents Alan 
Betts and Geoffrey Rose, pub- 
lisher Reginald Harris, and Ernest 
Pearl, chairman of Pearl and 
Dean screen advertising services. 


Message from Lord Luke 


Lord Luke, president of the 
Advertising Association, sent the 
following telegram to the Con- 
gress: 


The President and Council 
of the AA of Great Britain, 
itself 30 years old this year, 
cordially congratulates the 
Federation Francaise de 
Publicité on the 50th anniver- 
sary of its foundation. 

Those 50 years have seen the 
establishment, thanks entirely 
to the devoted pioneering work 
done by organised advertising, 
of the higher standard of 
ethics, of efficiency and of 
social responsibility which dis- 
tinguish our profession today. 

I am happy to see that these 
great advances in standard have 
been accompanied by a steady 
growth in the volume of adver- 
tising which we believe to be 
vital to the development of the 
—- international trade 
on which our hopes of 
perity depend. ag 


NEW COLOUR FOLDER 
FOR ‘WOMAN’S OWN’ 


Stuart Mander, advertisement 
director of George Newnes Ltd., 
has issued a new promotion folder 
for Woman's Own presenting the 
advantages of advertisements in 
full colourgravure. 

The front cover of the folder is 
interesting from the technical 
point of view because it portrays 
% three artists’ 
brushes 
which have 
been die- 
stamped to 
obtain a par- 
ticularly 
realistic 


effect. The 
brushes are 
crossed on a 
black back- 
gtound and 
L tare die- 
stamped. 


Their metal necks have been em- 
bossed in silver. 

The inside spread of the folder 
contains a full colour represen- 
tation of many of the brand 
packages advertised in colour in 
Woman's Own, the copy claiming 
that “Woman's Own colour 
means instant national recogni- 
tion for a brand and registers the 
appearance of a product with over 
a quarter of the nation’s women.” 
Emphasis is laid on the economy 
of Woman’s Own colour which is 
claimed to be the most economic 
colour advertising of all the mass 
circulation full colourgravure 
weeklies. 

The back page of the folder 
contains a list of colour adver- 
tisers who are using Woman's 
Own during 1956. Advertisers 
are advised that there is a heavy 
demand for colour space in 1957 
and that advance bookings should 
be made as soon as possible. 


Esso’s ‘editorial’ ad 

Esso Petroleum (Ireland) placed 
an unusual advertisement in 
Dublin dailies on July 4—a 
double-page spread in newspaper 
format carrying news and illus- 
trated feature articles on the 
Esso Organisation abroad and in 
Ireland. The advertisement was 
prepared by Esso’s PR depart- 
ment in Ireland in association 
with their advertising agents, 
Kenny’s Advertising Agency. 
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Juty 13, 1956 


SOLICITED TESTIMONIAL IN THE INTEREST 
OF FINDING OUT THE FACTS 


Oo Ft 2 & 0 atheet® 


The Y * Men 


of Underwear 


Ever since 1938, when Lyle and Scott 
introduced America’s “‘ Jockey’’ Underwear 
to Great Britain, Point-of-Sale Advertising 
has been a major force in its sales promotion. 
Cooper’s Y-Front—as it is known in this 
country—has broken all records in the men’s 
underwear trade but the Y’s Men of Lyle 
and Scott have never let up on their faith in 
the attention-getting, sales-promoting value 
of Good Display. 


PROBLEM 


For 1956 the “ brief” was as simple asa nuclear 
formula! “ Produce a Display that will tie in with 
the current ‘International’ publicity theme; do 
all but stop the traffic; and increase sales!” 


SOLUTION 


Leon Goodman Displays, in close collabora- 
tion with Lyle and Scott’s Advertising Agents, 
devised the unit illustrated. An actual garment 
was shown on a life-size plastic form. Flags of 
many nations were screen printed in colour. And 
then, to catch the eye and reinforce the theme 
of “the international favourite,” eight panels 
backed by intermittent lighting showed— when 
unlit—a national character clad only in Cooper’s 
Y-Front Underwear; and— when illuminated — 
the same figure in full-coloured national costume. 


ADVERTISER'S WEEKLY 


RESULTS 


Mr. F. R. Ward, Publicity Manager of Lyle 
and Scott, has no doubts about the success 
of this carefully-planned Display. He writes :— 
“Shows of the units have been arranged on 
a regional basis throughout the country and 
the experience of the first few months has been 
most encouraging. There is no doubt that in these 
display pieces we have found a really excellent 
idea. They are good enough to stimulate not only 
the interest and effort of our stockists, but we 
have found (and so have they) that they do indeed 
encourage the buying interest of the public.” 


Do YOUR Displays pull like that? 
If not... well, you know the telephone number... 
EUSton 5351 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON W.1 - EUSTON 5351 


| 67 eel 
| oe 
- Ss Reed ” 
| >< Rpm of : s 
: ty... ook 
F, Can 7 i she bs ame 
vi ts men If 5@* rd 
z VU 5; a " 
. me ‘ a Me ae a , 
| Be ae Sees "es Dy | 
| 9 eed Jp 
| r (ae y} ; 
% om WF 3 
#2 ts ‘ ae/ 
Ps sae me 
me P wile bd ait Be 
= | NRE i MI i Pg 
er. CTE ae ee | 
. is : 7 Py ee / Spot al me 
q ** : Ra 4 ie 
ot x +4 
’ . ra)  { 3 
ie ‘ ee rae % 4 A ry A . 
~ the [ia hyh Races 
a ee, / ae OY 
Pye pee avail 
-Tavouriie iagzay ¢ 
e tggstee? if St iy 
be 2s ks bs Y \ * 
a 4 3 es 3 nn? -&’ 
= . 4 Pp a ____ Se a ae 
| P| 
ee 
a 
ee 
ee 
i? =m, 4 at - - 
i + pice. “a. a - a 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


SENIOR DESIGNER/ 
ILLUSTRATOR 


To join a happy team producing 
Press Advertising, Brochures, 
Catalogues, Packaging and Point 
of Sale Displays to S.I.A. Stan- 
dards. Crisp, versatile designs 
and accurate layouts essential, 
plus sound knowledge of produc- 
tion processes and Typography. 
Figurework an advantage. Good 
salary and permanent position in 
congenial surroundings. Your 
present Holiday arrangements 
will stand, of course. Send 
specimens (which will be re- 
turned), with details of experi- 
ence and salary required, in 
confidence, to 
THE MANAGING DIRECTOR, 

EDWARDS, DYER & CO. LIMITED, 
| COOPER STREET, MANCHESTER 2 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising. Also a first-class Retoucher 
wanted. a Se pension schemes 
operating. 

Box 3953 Ad. Weekly 180 Fleet St EC4 


PUBLICITY MANAGER wanted for 
established engineering journal. Good 
knowledge of the engineering indus- 
tries and experience in advertisement 
production (printing and layout) essen- 
tial. Permanent, progressive position 
is offered to applicant with intelli- 
gence, initiative and analytical mind, 
who can work conscientiously and 
accept full responsibility for the 
department. Full details to 
Box 4035 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS MGQcSgzets 


pr E APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 
‘OINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
pt 4s. 6d. per lime, 50s, per — a inch. Minimam, 3 lines. Box 
No. charge, one line plus Is. covering post c. Series rates on application : all 
advertisements under seven insertions MUST a ‘PREPAID. Address “‘Advertiser’s 
Weekly,” 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS WACANT 


EVANS MEDICAL SUPPLIES LTD. 
PUBLICITY MANAGER 


A vacancy will arise in the Evans Medical organisation later 
this year for the post of Publicity Manager. The position is a 
senior one, attractive in scope and opportunity. It carries with 
it executive responsibility for the Company's public relations 
as well as for the management of its advertising and the creation 
of printed technical publicity material (with medical co-operation) 
for distribution to the medical and pharmaceutical professions. 
Applications will be considered from those who have had 
adequate previous experience in the field of advertising and 
public relations. A pharmaceutical qualification is desirable 
but not essential. Superannuation scheme. Applications, 
which will be treated in strict confidence, should be addressed 
to the Managing Director, Evans Medical Supplies Ltd., Speke, 


Liverpool, 19. 

PHOTOGRAPHY REPRESENTATIVE YOUNG MAN, 23-27, for Sales and 
required by very well-known studio. Sales Administration work dealing 
Sales experience essential. Excellent with Middle and Far East, etc., in 
opportunity for right person with | export department of a well-known 
initiative and drive. Reply, giving full | company of manufacturing chemists 


details, to Knowledge of French and previous 
Box 4027 Ad. . Weekly 180 Fieet St EC4 export experience desirable but not 
- _ — essential Good prospects. Non- 
contributory pension scheme. Staff 
| canteen Write with full details to 
Personnel Manager, ICC Litd., 12 
Chenies Street, London, W.C.1. 


ARTISTS wanted by old-established 
Studio for quality lettering or layout. 
Wages are high, conditions are good. 
Holiday arrangements respected. | 
Sorry, no room for beginners. H. & 

A. Dix Ltd., 12 Great Newport Street, 

C2. TEM. 1396-7. 


one in London? 


available. 


salary required. 


AS A COPYWRITER 
WHAT IS YOUR WORTH? =| | Si Sees. eosin 


Do you realise that a post in the provinces 
can be just as good, and as remunerative as 


A provincial agency offers an excellent salary 
for the services of an agency trained Copy- ing experience essential, 
writer, old enough to be mature and experi- bonus. 


In addition to a permanent and responsible 
position the following additional benefits are 


@ NON-CONTRIBUTORY PENSION SCHEME. | | into the mundane and keen 
@ BONUS PARTICIPATION. 


Write in confidence, stating age, experience and 


Box 3039 Advertiser’s Weekly 180 Fleet St EC4 


|| RETOUCHER 


required for Publicity Studio 
of George Newnes Ltd. Must 
be fully experienced in figure 
retouching for newspaper re- 
production. Holiday arrange- 

Phone or 


Studio), Temple Bar 4363 
(Ext. 1), George Newnes Ltd., 
Tower House, Southampton 
Street, Strand, London, W.C.2. 


ADVERTISING DEPARTMENT. 
Young man required as Assistant 

| Manager to take over department in 
| due course. Must have press layout 
and literature experience. Line draw- 
Midlands 
area. Commencing salary £600 plus 


Box 4037 Ad. Weekly 180 Fleet St EC4 


GENERAL 
ARTIST 


REQUIRED 
FOR ADVERTISING 
DEPARTMENT 


of large manufacturer with head- 
quarters in Hertfordshire. Appli- 
cants should be capable of good 
finished roughs and finished art- 
work. The position offers the 
opportunity to work on a variety 
of products and covers all aspects 
of Advertising from Press Layouts 
to Exhibition Stand Designs. 
Please write, in strict confidence, 
giving full details of previous ex- 
perience and salary required to : 
Advertising Manager, 


Box 4024 
Advertiser's Weekly 180 Fleet St EC4 


CATALOGUE PRODUCTION MAN 
required for responsible position in 
medium-sized advertising department 
Must have sound knowledge of all 
Printing processes, typography and 
layout Write, giving details of 
experience, age and salary required, 
to The Secretary, Kay & Co., Ltd., 
The Tything, Worcester 


ASSISTANT TO 
PRODUCTION MANAGER 


Opportunity for young man in middle 
twenties, with experience in Production 
routine, to fill responsible, well-paid 
position in go-ahead, established West- 
end Agency. Holiday this year by 
arrangement. Write or telephone :— 
Production Manager, 
MARK FAWDRY LTD., 


HYDe Park 9176 


PRINTING REPRESENTATIVE _re- 
quired for London area with a reput- 
able organisation producing both 
letterpress and lithographic printing in 
town and country. A practical know- 
ledge is desirable. Write, stating age, 
experience, etc., to 
Box 3988 Ad. Weekly 180 Fleet St BC4 

EDITOR of Trade Magazines, pub- 
lished in Birmingham, requires Jour- 
nalist Assistant. Educated young man 
or woman. Shorthand, interest in lay- 
out essential. Full details to 
Box 3924 Ad. Weckly 180 Fleet St EC4 


enced in the production of first-class ideas and YOUNG MAN greauired in Publicity 

; — | epartment, est End publishing 
copy for important national and provincial house. Experience in copy-writing | 
consumer and technical accounts. essential. Details to | 


Box 4056 Ad. Weekly 180 Fleet St EC4 | 


COPYWRITER | 


| with a flair for enthusing interest 


enough to turn his hand to 
creative rough visuals. The 
situation offers prospects with a 
young, growing Agency. Happy 
congenial atmosphere where 
enthusiasm is welcome. 


Write stating age, experience 
and salary required. 

Box 4029 
Advertiser's Weekly 180 Fleet St €C4 


ILLUSTRATORS 


Technical illustrators with experi- 
ence in producing perspective 
drawings from manufacturing 
prints required for mechanical, 
electrical, hydraulic and electronic 
subjects. We also have vacancies 
for illustrators with experience in 
circuit diagrams and photograph 
retouching. 


These positions offer opportunities 
for interesting and varied work in 
our established and expanding 
company, and our studio has just 
moved into a brand-new building 
located in Brentford, Middlesex, 
and there is also a vacancy at 
Stonehouse (Glos.). 


Please write briefly or telephone to; 
The Personnel Manager, 
Sperry Gyroscope Co. Ltd., 
Great West Rd., Brentford, Middx. 
Ealing 6771 


Phone your classifieds to WAT 3388 (Ex. 
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CLASSIFIED ADVERTISEMENTS 


THE 
NEWSPAPER SOCIETY 


invites applications for the post of 


EDITORIAL 
ASSISTANT 


in the advertising promotion de- 
partment. Responsible experience in 
the production of a house organ or 
similar publication is necessary; a 
knowledge of local newspaper adver- 
tising and how it is sold is desirable. 
The successful applicant will be an 
original thinker and a persuasive writer, 
willing to delve for facts and to organise 
their presentation effectively and with 
close attention to detail. 


Commencing salary £750 p.a. 


Applications in writing should be sent, 
marked ‘* Personal,"’ to the Director, 


Newspaper Society, 
Whitefriars House, Carmelite St., 
E.C.4. 


ADVERTISING ACCOUNTS DEPART- 
MENT of large London company re- 
quires an ep ae Clerk (lady). 
Knowledge typing is preferred. 
Five-day week Write, giving age, 
details of experience and salary re- 
quired to 
Box 4040 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
PHOTOGRAPHER 


required by SOUND STILLS LTD., to 
complete expansion programme. We 
are looking for a highly-skilled operator, 
preferably already working on national 
accounts and capable of producing 
creative photography. 
@ models in advertising 
© fashion 
@ still life 
More colour than monochrome and 
some stereo. We naturally expect to 
pay a commensurate salary. Will 
applicants please teleph for app 
ment with our Managing Director. 
SOUND STILLS LTD., 
12 Orange St., Haymarket, W.C.2. 
WhHitehall 9212 or 7124. 


SECRETARY, capable of duties of 
Personal assistant, wanted for adver- 
tisement executive in publishing firm 


in Kensington Interesting and re- 
sponsible post. Apply with full 
details to Forbes Publications Lid., 


92a Kensington High Street, W.8. 


Leading wholesale fashion 
house 


require immediately 


ADVERTISING 
& 
PUBLICITY 
MANAGER 


Man or woman, aged 25-35, with 
ability to control fairly large 
budget, plan campaigns (press, 
print, direct mail) and brief 
Advertising Agents. Agency ex- 
perience essential. Some know- 
ledge of fashion press relations an 
advantage. Write age, experience, 
salary required to 
Box 4036 
Advertiser's Weekly 180 Fleet St €C4 


PRESS ARTIST 


to deal with preparation of lay- 
outs for Brochures and Tech- 
nical literature. Line drawings 
of machine parts. 

Excellent working conditions 
and good social and recrea- 
tional facilities. Written appli- 
cations giving full particulars 
to :— 


MUIRHEAD & CO. LTD. 


Precision Electrical Instrument Makers, 


Beckenham, Kent. 


PRODUCTION MANAGER required by 
well-known metal sign manufacturers. 
First-class administrative ability allied 
to wide experience in metal fabrica- 
tion and large-scale production. Top- 
level appointment Applicants must 
be thoroughly versed in all aspects 
metal signs trade. Own staff advised. 
Write, with details age, experience, 
pay ae when available, to 
Box 3934 Ad. Weekly 180 Ficet St BC4 


COMMERCIAL ARTIST 


wanted, good at ideas and layouts, 
and capable of managing small studio in 
Advertising Agency. Figure work an 
advantage. Write stating age, experi- 
ence and salary ae 


Box 402 
Advertiser's Weekly 180 Fleet St EC4 


INTELLIGENT YOUNG LADY re- 
quired by layout section of Editorial 
Department on carefully set out 
weekly technical journal to handle 
laying out of articles, sizing up 
photographs and marking copy for 
printer Experience essential. Good 
salary, S-day week. Please ‘phone 
Central 0911, extension 56. 


Male 
LETTERING ARTIST 


required 
for modern design organisation. 
Excellent working conditions. 


Ring Studio Manager— 
Mayfair 1045. 


TECHNICAL PUBLICITY. Assistant 
to Publicity Manager required by well- 
known engineering concern in West 
London area Good knowledge of 
technical publishing including produc- 
tion essential and experience in other 
fields of publicity very desirable. 
Excellent prospects for the right 
young man. Upper age limit 30 
years. Detailed information, please, 


to 
Box 4033 Ad. Weekly 180 Feet St EC4 


AGENCY MAN 


WITH KNOWLEDGE OF PRESENT 
DAY MARKETING TRENDS. 
THERE IS A VACANCY FOR A 
SPECIALIST 


PACKAGING 
DESIGNER 


Box 3941 
Advertiser's Weekly 180 Fleet St C4 


ADVERTISER'S WEEKLY 


ASSISTANT 
ADVERTISING 
MANAGER 


British Overseas Airways Corporation invite ap- 
plications for the post of Assistant Advertising 
Manager at Head Office, London. 

The general duties are to act as Deputy to Ad- 
vertising Manager in all matters with immediate 
responsibility for general administration and 
control of work flowing through the Branch. 


A sound general knowledge of advertising 
theory and practice is essential, and Agency ex- 
perience and/or experience of overseas adver- 
tising are desirable. The post involves day-to- 
day contact with Advertising Agents and liaison 
with B.O.A.C. Branches at home and overseas. 
The duties require a high standard of adminis- 
trative ability including the organisation of 
press advertising through all stages, budget 
planning and operation, and the initial planning 
of a wide range of sales promotion material. 


The salary scale applicable to this post is 
£1,525-£1,850 per annum according to qualifi- 
cations and experience. 


There is a contributory pension scheme. Ap- 
plications, which should contain full details of 
individual experience, should be addressed to 
Chief Personnel Officer, B.O.A.C. 
H.Q. Building, 
London Airport, Hounslow, Middlesex, 


and should arrive by not later than 3rd August. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY . 


APPOINTMENTS VACANT 


CENTRAL ART 
require 


LETTERING ARTISTS 


Fully experienced in Type and Free- 
sty 


RETOUCHERS 


Mechanical and Figure. 
a 


GENERAL ARTIST 


With experience of Lettering, Re- 
touching and Still Life. 
Write, call, or phone: 
VICTOR SMITH. 
CENTRAL ART, 
& Photographic Studios Ltd., 
60, Kingly St., W.I. 
REGent 5416 


70 


CLASSIFIED ADVERTISEMENTS 


PRINT BUYER & Mailing Assistant 


(lady or gentleman) with knowledge of typography and layout, 
required by British Schering Limited, manufacturers of 
Pharmaceutical and Agricultural specialities. Agency experi- 
ence would be an asset. Duties include responsibility for 
buying and proof checking of printed matter for mailings and 
literature, and also the implementation of the mailing and 
advertising programmes. 


Applications should be addressed in confidence to the :— 
Sales Director, 
British Schering Limited, 
229/231 Kensington High Street, 
London, W.8. 


TECHNICAL WRITERS required by 


large precision-engineering company, 
engaged in mechanical, electrical, 
hydraulic and electronic work, for the 
preparation of instruction and over- 
haul manuals. A knowledge of aero- 
nautical instruments an advantage. 
Excellent working conditions in new 
emises at Brentford, Middlesex 
lease write, with full details of 
experience, to: The Personnel Man- 
ager, Sperry Gyroscope Co., Ltd., 
Great West Road, Brentford, Middx. 


ADVERTISING MANAGER required 


for well-known production manage- 
ment journal. Write stating qualifica- 
tions to 

Box 4060 Ad. Weekly 180 Fleet St EC4 


EXHIBITION AND DISPLAY CON- | TRAINEE COPYWRITERS, age 23/26, 
TRACTORS require successful required for Sales Promotion Depart- 
Accounts Executive to negotiate con- ment of a company manufacturing 
tracts with national exhibitors on a world-famous, branded packaging 


large scale. Salary to match current materials. Arts graduates preferred 
record, with very good prospects with some scientific or technical 
Please write to John Edgington & Co., aptitude. Must be able to conduct 


Ltd., 108 Old Kent Road, S.E.1. an enquiry, collect and elucidate facts, 

Cae a case = write informa- 
tively or persuasively as the occ: 

2 Good all round demands. Should - be willing t 

ARTISTS undergo intensive training, West End 

required office, five-day week, contributory 

capable of handling First Class General pension scheme, luncheon vouchers 

Work. Ability to cope with Technical and bonus scheme. Apply by letter 

ing an asset. Small but very quoting Ref No. S49AW to 
happy Studio. Full details to Box 4061 Ad. Weekly 180 Fleet St EC4 
Box 3655 YOUNG LADY SHORTHAND / 


Advertiser's Weekly 180 Fleet St EC4 TYPIST | required by Advertising 


Agency. Viessete district. She is re- 

quired to relieve the space buyer 

LAYOUT ARTIST capable of produc- much detail work a calls “Tor . 
ing slick creative layouts and also to conscientious person with personality 
produce rough visuals where required. initiative and common sense. Apply, 
Good opening for first-class man with giving details of age, education. 
salary to suit. Five-day week. experience and when free to start. _ 
Box 4013 Ad. Weekly 180 Fleet St EC4 Box 4057 Ad. Weekly 180 Fleet St EC4 


Jury 13, 1956 


APPOINTMENTS VACANT 


COPYWRITER/ 
LAYOUT MAN 


Wanted for the Advertising 
Section of a large West End 
commercial organisation. A 
good salary is offered to a man 
with experience in copywriting 
and visualising. 

Write giving full details of age, 
experience and salary required 


to 
Box 4062 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN required for junior 
duties in the studio of a busy adver- 
tising agency. Artistic ability not 
essential. Apply to the Secretary tc 
Creative Director, Export Advertising 
Service Ltd., 22 Old Bond Street, W.1. 
MAY 8727. 


EXPERIENCED 
ART REPRESENTATIVE 
required 


by rapidly expanding studio. 
First-class opportunity for 
‘live - wire’ representative. 
Commencing salary from £600 
p.a., commission and expenses. 
"phone : TRAfalgar 2773 


for appointment NOW ! 


We are one of the top ten advertisers and 


wish to appoint an experienced 


lms « TV Officer 


who, with the aid of our internal film 
resources and outside production units, 
would produce (rather than direct) product 
and documentary films for libraries, TV 
spots, and other distribution. If you 
could start in August on this interesting 


and rewarding assignment please brief 


BOX 4025 
Advertiser's Weekly 180 Fleet St EC4 


Young 


Copywriter 
Wanted 


If you have some experience of copywriting, 
want to extend that experience, 
and work on first-rate accounts, 


there’s a good and progressive job waiting for you. 


Write to Copy Chief 


D.D.W.S. 


DOLAN DAVIS WHITCOMBE & STEWART LTD 
10 BRUTON STREET, MAYFAIR, LONDON W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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JuLy 13, 1956 


APPOINTMENTS VACANT 


ARTISTS 
VISUALISERS 
TYPOGRAPHERS 


if you have been a year or so in 
Advertising and you are not 
doing as well as you expected— 
Come in and talk it over—We 
may be able to advise you. 


STAFFS ORGANISATION 


111 HIGH HOLBORN, W.C.! 
CHAncery 2550 


GALA OF LONDON LTD. Publicity 
Director has interesting work for first- 
rate Woman Assistant capable of 
taking over detail on all forms of 
promotion. Some agency or publicity 
experience essential. Own typing. 48 
Burlington Arcade, W.1 


P.R.O. 
for fashion and allied trades 


Advertising agency has plans for 
establishing a P.R. division to 
serve clients in the fashion and 
allied fields. 

Applications are invited from 
young (but mentally mature) 
women with a fashion back- 
ground, good press contacts and 
an exploitation sense. 

Full details of experience, salary 
required to 


Box 4026 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TECHNICAL WRITER 


The Publicity Department of Metropolitan-Vickers Electrical 

Co., Ltd., require an electrical engineering Writer-Editor, 

especially for instruction books. Ability in clear presentation 

essential. Some acquaintance with methods of preparing 
subject matter for printers is desirable. 

Apply for Application Form, quoting reference ‘ B.6 ’, to:— 
Personnel Manager, 


Metropolitan-Vickers Electrical Co., Ltd., 
Trafford Park, Manchester I7. 


AN additional Writer (male) is wanted 
by leading pharmaceutical manu- 
facturers in their London office, to 
prepare copy and advertising cam- 
paigns directed to the medical and 
allied professions in this country and 
overseas. Applicants should enjoy 
clear English prose and be able to 
write it to order; should have read 
widely to satisfy an omnivorous 
curiosity ; should be able to put broad 
Principles into practice in painstaking 
detail; and should enjoy solving a 
changing diversity of problems. 
Agency experience or a knowledge of 
medicine or pharmacy is not neces- 
sarily an advantage Applicants 
should have completed their period of 
National Service and a University 
degree, though not essential, would be 
an advantage. Apply, giving age and 
full details of educational back- 
ground and previous experience, if 
any, to 
Box 4048 Ad. Weekly 180 Fleet St EC4 

LETTERING ARTIST required for 
small studio. Write, giving details, 
Box 3937 Ad. Weekly 180 Fleet St BC4 


RETOUCHING. An excellent oppor- 
tunity occurs in a large modern studio 
for an experienced retoucher, prefer- 
ably with a sound knowledge of pro- 
cess work. Weite or ‘phone for 
appointment to Barnett Norford 
Artists Ltd., 4-7 Red Lion Court, 
Fleet Street, E.C.4. FLE 6281 


FERODO LIMITED, 


Manufacturers of Brake and Clutch 
linings, fanbelts, and stairtreads, 


have a vacancy at the level of 


ASSISTANT =. 
DEPARTMENTAL MANAGER 


in the 


PUBLICITY DEPARTMENT 


The job includes the preparation of 
technical and lay articles for the press, 
the editing of the Company's overseas 
house journal, and the production of 

blicati The Pub- 
licity Department is part of the Head 
Office at Chapel-en-le-Frith, in the 
High Peak district of Derbyshire. 
Pension Scheme. Interested candidates 
(age limits 25-45) should write giving a 
full account of their career to date, 
enclosing specimens of written work, 
and stating salary required to The 
Personne! Manager, Ferodo Ltd., 
Chapel-en-le-Frith. Via Stockport. 


TYPOGRAPHER 


We have a position vacant for a man with 
a sound knowledge of Typography and 
who is prepared to carry out adaptations 
when required. ideal conditions and Five 
Day Week. Write stating —e required, 
etc., to Production Manager, 

Box 4014 
Advertiser's Weekly 160 Fleet St EC4 


PUBLICITY DEPARTMENT, 


REPRESENTATIVE for Commercial 
Photographers required on a commis- 
sion basis. Opportunity for a repre- 
sentative who is already calling for 
other work Cope service and first- 
class work assure 
Box 4043 Ad. Weekly 180 Fleet St BC4 


LETTERING ARTIST 


Mullard 
Limited, have a vacancy for an Assis- 
tant aged 25-30 for advertisement and 
literature production, and the pre- 
paration of small exhibition stands. 
Some years’ experience of such work 
is essential, and experience of copy 
writing will be a further advantage. 
There is scope for initiative in the 
post and a good salary would be paid 
to an able candidate. Please write 
fully to the Personnel Officer, Century 
House, Shaftesbury Avenue, London, 
W.C.2, quoting refergnce No. 843 
required for 
studio of London agency. Five-day 
week, Holiday arrangements 
honoured. Please write 

Box 4045 Ad. Weekly 180 Fleet St BC4 


Artist Designer 


THERE IS A VACANCY in the Produc- 


tion Department of a large technical 
publishing organisation for a junior 


artist designer with typographical 
experience. 
- e 


The position, which is an interesting one, 
involves assisting with the layout and 
design of many periodicals ; 
knowledge of printing is necessary. Please 
give full details of training, experience, age 
and salary required. 


Box 4055 
Advertiser's Weekly 180 Fleet St EC4 


a sound 


experience to 


TELEVISION 
EXECUTIVE 


required by leading West End Advertising 
Agency. The man we’re looking for has an 
advertising background and practical ex- 
perience in every facet of Agency TV activity. 
Knowledge of Cinema advertising an advan- 
tage. Expanding commitments make this one 
of the most responsible jobs in the agency 
with a salary commensurate. Write in the 


first instance giving detailed particulars of 


BOX 4051 
ADVERTISER'S WEEKLY 
180 FLEET ST EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


: 72 


CLASSIFIED ADVERTISEMENTS 


STUDIO LORAYNE 


require 


GENERAL 
ARTIST 


For varied and interesting 
work, including paste-up and 
adaptations. Also an ex- 
perienced first-class 


LETTERING 
ARTIST 


Ring GERrard 4866 


LAYOUT ARTIST. Do you need 
greater scope to make better use of 
your creative talent. This is your 
opportunity to join a large modern 
studio where you will have the sup- 
port and encouragement of an enthu- 
Siastic and experienced team. Only 
those with previous agency or studio 
experience will be considered for this 
vacancy which carries unlimited pros- 
Pep Apply in first instance with 

ful information concerning your- 

to Barnett Norford Artists Ltd., 
re Red Lion Court, Fleet Street, 
E.C.4. FLE 6281. 

ARTIST required for designing and lay- 
out of children’s games and toys. 
Good at lettering, Interesting work, 
Spacious studio, good working con- 
ditions, Also welcome free-lance 

lications. Apply in writing, Cecil 
a Ltd., 136 Pentonville Road, 
A. 


PRODUCTION. Interesting position 
requiring knowledge of blockmaking. 
Methodical mind and capacity for 
seeing jobs through essential. Age 
early 20’s with Agency or Process 
House experience. 

Box 4041 Ad. Weekly 180 Fleet St EC4 


Notleys 


require 
first-class 


Typographers 


please contact 
Mr. J. GARWOOD 
Notley Advertising Ltd. 
15/17 Hill Street, W.1. 
GRO 9070 


APPOINTMENTS VACANT 


COPY DETAIL ASSISTANT 


Male or female) 
anana with one or two — 
experience of advertisement 
duction, block ordering, etc. rite 
giving details of experience and 
salary ray to 


Cc. Casson Ltd., 
6 Aldford Street, London, W.1. 


SECOND SPACE BUYER required. 


Must have a detailed knowledge of 
media, experience of campaign plan- 
ning and be capable of supervising 
departmental work in general. Write 
giving full details of age, experience, 
salary, etc., to General Manager, 
Smee’s Advertising Ltd., 3/5 Duke 
Street, Manchester Square, W.1 


PRODUCTION MAN required for West 


End Agency to handle a group of 
accounts. Sound knowledge of block 
making with previous — experi- 
ence essential. Write lly, stating 
age, experience and salary expected, 
to the General Manager, Smee's 
Advertising Limited, 3-5 Duke Street, 
Manchester Square, W.1. 


PRODUCTION 
ASSISTANT 


required in West End Agency. 
Man or woman about 25 years 
of age. Must have agency 
production experience. Write 
giving full particulars and 
salary required to 


Box 3947 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required, experienced in space 
selling in officially sponsored guides 
and other publications. Salary. 
expenses, and incentive commission. 
Box 4050 Ad. Weekly 180 Fleet St BC4 


paid to the right man. 


THE 


COLOUR PRINTERS 
require 


FIRST CLASS ARTIST 
familiar with all aspects of 


POINT-OF-SALE DESIGN 


The work is interesting and varied, the Studio off 
Kingsway, pleasant and light. 


PHONE OR WRITE 
MR. OSBORN (CHAncery 5044) 


CHROMOWORKS LTD., KING’S CHAMBERS, 
29-31 PORTUGAL STREET, KINGSWAY, W.C.2. 


The right salary will be 


Jury 13, 1956 


APPOINTMENTS VACANT 


require an experienced Book- 
keeper to fill a position of re- 
sponsibility in an Accounts 
Dept. where experience, accu- 
racy, and initiative bring their 
own reward. 
The applicant we have in mind 
should be 30-40 years of age 
with experience of all aspects 
of book-keeping covering press 
and production and should be 
able to type. 
Pleasant working conditions— 
5-day week—two weeks’ paid 
holiday ipcreasing to three 
weeks after 3 years’ service— 
pension scheme. Applications 
giving experience and salary 
required to : 
Secretary, 

Napper Stinton Woolley Lid., 

15-19, Gt. Chapel Street, W.1. 


LIVE ADVERTISING MAN to con- 
tact clients, driver an advantage. Har- 
wood Press, West Street, Harrow. 


Advertisement 
Representative 


Leading Technical Trade Journal invites 
applications for vacancy on established 
controlled circulation monthly. Over 
1,500 reply-paid cards are received 
monthly from readers proving the 
journal's pulling power. 
Representative with sound selling 
capabilities can earn over £2,000 in 
first year with annual progression. 
To work from London Offiee but able 
to travel provinces once each month. 
- permanent appointment—Salary— 
ite full de- 
of past selling experience in 
confidence to :— 


Box 4058 
Advertiser's Weekly 180 Fleet St EC4 


DIRECT MAIL. A young man required 
capable of handling all direct mail for 
trade journal publishers in London. 
Ability to write good English essen- 
tial. This is an interesting position 
calling for initiative, coupled with a 
mind for detail. be i fully, giving 
age and salary required 
Box 3930 Ad. Weekly 180 Fleet St EC4 


POSITION IN PARIS 
FOR 
Commercial Artist 


Must be specialist in designing show- 
cards and cut-outs for quantity pro- 
duction. FULL EXPERIENCE in 
constructional cardboard design. Gen- 
eral art to client presentation standard 
essential.! Finished art NOT necessary. 


ONLY THOSE ENGAGED IN 
THIS TYPE OF WORK CAN BE 
CONSIDERED. 

Box 4044 
Advertiser's Weekly 180 Fleet St €C4 


Write 


ASSISTANT TO EXPORT ADVERTIS- 
ING MANAGER required by inter- 
national organisation marketing toilet 
and pharmaceutical products through- 
out the world. Age up to 35, expeti- 
ence of advertising in all media in 
markets overseas required; knowledge 
of languages an advantage. The duties 
of the post are interesting covering 
the complete marketing operations of 
a wide range of products and the 
remuneration will in accordance 
with the experience of the successful 
applicant. Apply, giving full details 
and present salary required, to Per- 
sonnel Manager, 

Box 4069 Ad. Weekly 180 Fleet St EC4 

GENERAL ARTIST ASSISTANT, with 
National Service completed, required 
by a group of industrial magazines 
in West End. Ability to prepare 
work for block makers and printers; 
some knowledge of typography. State 
age, “er, experience and salary 
required, 

Box 4070 Ad. Weekly 180 Fleet St EC4 

SHAPES, Spirals and Gimmicks depend 
on the animator le need such a 
man who is also a good advertising 
all-rounder to complete our team 
Box 4042 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 


ASSISTANT 
(20/30) 


REQUIRED 


in Publicity Department of 
nationally known manufac- 
turer of radio and television. 
Experience of print essential. 
Apply giving qualifications and 
salary required to J.B.T., 
Radio & Allied Industries Ltd., 
Langley Park, Slough, Bucks. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


ARTISTS 
VISUALISERS 
TYPOGRAPHERS 
PRODUCTION MEN 


and 


Shorthand Typists 
with Agency Experience 
IF you seek a happier job 
IF you are anxious to 
obtain a higher income 
IF you wish for different 
conditions to those 
which you now work— 
get ‘ into touch * with us— 
there's a good job waiting for you 
NO FEES to be paid 
Everything Confidential 


under 


Several Good Typographers Urgently 
Wanted—this week! 


Call, write or "phone : 


STAFFS ORGANISATION 


I 11 High Holborn, London, 
W.C.1. 


CHAncery 2550 


JUNIOR TYPOGRAPHER required 
(National Service completed) with 
creative ideas and ability to produce 
accurate layouts and type specifica- 
tions Excellent conditions, pension 
scheme Write, giving full details of 
experience, age and salary required, 
to Sales Director, Thos. Forman & 
Sons, Ltd., Nottingham 

REPRESENTATIVES required for firm 
of high-class Photo-litho Offset Colour 
Printers specialising in point-of-sale 
advertising material, with own Studio 
and Works; one for London area, 
other for Midlands, preferably based 
in Birmingham. Write, in confidence, 
with full particulars of selling career, 
age and terms, etc., to 

Box 4071 Ad Weekly 180 Fleet St EC4 

YOUNG OPERATOR wanted for all 
branches of Commercial Photography. 
London Permanency jive full 
details of experience, age, etc All 
Applicants will be interviewed. 

Box 4046 Ad. Weekly 180 Fleet St EC4 

WATFORD AREA, First-class Genera! 
Artist wanted, experience essential 
Telephone or write for appointment 
Bean Advertising Ltd.. & Station 
Road, Watford. Tel Gadebrook 
3491 


MARKET RESEARCH. A well- 

known manufacturer of consumer 

goods situated on"the outskirts of 
West London has a 


vacancy for an experienced 


RESEARCH OFFICER 


in their 
Market Research Department 


Essential requirements are wide 
experience in consumer research 
methods either in industry or in 
an agency, and in report writing. 
This is a senior appointment and 
initial starting salary will be 
assessed on qualifications and 
experience offered. All applica- 
tions will be treated in the strictest 
confidence and should contain full 
details of experience, qualification, 
etc. They should be addressed to: 


Market Research Director 
Box 3958 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


ELECTRICAL ENGINEERS 
(ASEE) EXHIBITION LTD. 


ASSISTANT 
GENERAL MANAGER 


Electrical Engineers (ASEE) Exhibi- 
tion Ltd. requires the services of a 
business executive, preferably with 
experience of exhibition work, to fill 
the above appointment. 


In the first instance applications 
should give a general outline covering 
qualifications and experience; be 
addressed to the Chairman at 23 
Bloomsbury Square, London, W.C.1 
(marked “ Confidential ") and received 
not later than Ist August, 1956. 


All applications will be acknowledged. 


TRACER, single woman, aged between 
25 and 40, required by Head Office of 
large industrial concern in West- 
minster Experienced in engineering 
design Good free-hand lettering 
absolutely essential. Ornamental pen 
lettering an advantage. Five-day 
week. Superannuation scheme. Staff 
canteen, etc. Write, giving full par- 
ticulars to Box No 810, clo 


Dawsons, 28 Craven Street, W.C.2 
Specimeas of work submitted will be 
returned after perusal 
ADVERTISEMENT SPACE REPRE- 
SENTATIVE required by publishers of 
established high-quality glossy " 
textile trade journals. Experience on 
top quality trade media essential 
Reply with full details of background. 
age, experience, etc., 


1M 
Box 4067 Ad. Weekly 180 Flee: St EC4 
LADY ADVERTISEMENT SPACE 
REPRESENTATIVE required by 
London publishers of quality textile 
trade journals. Top-level trade press 
selling experience essential Write in 
full detail to ‘Confidential J.D," 
Box 4068 Ad. Weckly 180 Fleet St EC4 


APPOINTMENTS WANTED 


“Confidential 


STUDIO MANAGER 


Free soon. Experienced control 
50 artists and admin: staff. 
Publicity Manager or similar considered. 
Suggestions, please 


Box 4059 
Advertiser's Weekly 180 Fleet St EC4 


of 


PRINT AND STATIONERY BUYER 


with large industrial group wishes 
change. Any interesting work con- 
sidered. Age 46 


Box 4023 Ad. Weekly 180 Fleet St BC4 
NEW AND ORIGINAL IDEAS for 


advertising at moderate fee Straight 
script, copywriting: specialist in 
humorous jingles, verses, etc., accom- 
panying illustrations, secks further 


Commissions or permanent post 
Box 3852 Ad. Weekly 180 Fleet St PC4 


STUDIO MANAGER 


First-class 
designer/artist 
with a 
contemporary outlook, 
an eye for detail 
and a 
liking for responsibility 
wishes to join progressive 
Studio| Agency 
Box 4054 
Advertiser's Weekly 180 Fleet St EC4 


Phone 


your classifieds 


APPOINTMENTS WANTED 


ADVERTISEMENT SPACE SALES- 
! N in constant contact with agents 
and national advertisers, now operat- 
ing on own account would like to 
consider representation from news- 
paper or magazine publishers for 
London area 
Box 4022 Ad. Weekly 180 Fleet St EC4 


PUBLICITY MANAGER, fully experi- 
enced and with technical training, re- 
quires executive position in London. 
At present in charge of department 
of engineering organisation, advertis- 
ing, publications, exhibitions. 

Box 4032 Ad. Weekly 180 Fleet St EC4 


* HAND-PICKED ” SECRETARIES — 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


ARTIST, still life, furniture, seeks good 
Progressive position 
Box 4053 Ad. Weekly 180 Fleet St BC4 


A KEEN, CONSCIENTIOUS, 
old young man with modern ideas 
secks a Trainee Copywriter/Junior 
Executive position. He has a college 
education and one year’s agency ex- 
Perience. — of writing 
ability on reques 
Box 4064 Ad Weekly 180 Fleet St EC4 


VISUALISER LAYOUT MAN secks 


23-year- 


post London area. Seven years’ 
agency experience. 
Box 4049 Ad. Weekly 180 Fleet St EC4 


JOURNALIST, PR. Consultant, editor 
of house magazines, with some experi- 
ence in advertising and many valuable 
contacts, seeks position in advertising 


or industry 
Weekly 180 Fleet St EC4 


Box 4047 Ad. 
ACCOMMODATION 


CLEMENT'S INN, Strand, 2 suites 800 
and 1,500 square feet, first floor. 
Rent £700/£1,350 inclusive of rates. 


Particulars from Donaldson & Sons, 
94 Jermyn Street, S.W.1. WHI. 4516 


ACCOMMODATION ADDRESS. Desk 
and Message Service to firms provid- 
ing references 10 guineas per year. 
Apply Manpower Lid., 87 Regent 
Street, London, W.1. 


MISCELLANEOUS 


DIRECT MAIL ADVERTISING in 
Northern Ireland. Mailing Lists for 
all retailers and professions. Write 
Ulster Services, 8 Corporation Street, 
Belfast 


FREE LANCE SERVICES 


ADVERTISEMENT 
TIVE offers free lance services. Pre- 
ferably national or - sae publica- 
tion with high potential 
Box 4038 Ad. Weekly 180 Fleet St EC4 


FINE LETTERING ARTIST with wide 
experience of preparing lettering and 
artwork for letterpress, lithography 
and  silk-screen — who will 
deliver work on tm 
Box 4028 Ad. Weekly “180 Fleet St EC4 


TECHNICAL ARTIST, 
ence, 


REPRESENTA- 


10 years’ experi- 
qualified engineer, seeks com- 
missions. Specialist in sectional per- 
spectives, line, tome and colour, re- 
touching end air-brush work. 
Box 4030 Ad. Weekly 180 Fleet St EC4 
FREE LANCE COPYWRITING, En- 
thusiastic, inspiring, psychologically 
sound stuff. One more account only 
required. 
Box 4031 Ad. Weekly 180 Fleet St BC4 


FIGURE ARTIST 
FREE LANCE 
ADVERTISING & ILLUSTRATION 


WISHES TO MAKE FURTHER 
CONTACTS. PLEASE WRITE 

BOX 3917 
Advertiser's Weekly 180 Fleet Sc EC4 


TECHNICAL ARTISTS require further 
work. First-class illustrations in line 
tone or colour from blueprints 
Box 4066 Ad. Weekly 180 Fleet St EC4 


EXHIBITION ORGANISER, lively, ¢x- 
perienced and successful, available 
For details write 
Box 4052 Ad. Weekly 180 Fleet St BC4 


TECHNICAL ILLUSTRATOR = secks 
commissions. Accuracy in line or tone 
— — prints, ad air-brush 


ay 3889 Ad. Daa Weekly 180 180 F Fleet St EC4 


LAYOUT ARTIST (Ex Fig.), specialises 
in booklets, folders, etc. ‘ 
Box 3692 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


Masseeley No. 31 Embos- 
sing Machine complete with 8 sets of 
type and 3 sets of figures (Sans Serif 
Series). The above machine is only 
two years old -= is in excellent con- 
dition. Offer: 

Box 4063 Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality ~and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


DISPRO LTD. Ask your printer about 
the wonderful high gloss, colour inten- 
sification and durability of 
Lamination—he knows all about 
or ask us A _-~— Dispro 


Limited, Road, 
London. S.E.5. RODes 717m © 
ines). 


FOR SALE: 


OPENING IN SOUTH AFRICA. 
Partnership available in established 
publicity consultant's practice. Small 
capital required 
Box 4002 Ad. Weekly 180 Fleet St BC4 


RETIRED ADVERT. MANAGER 
TRAVELLER offers representation to 


media with established connection in 
Lancs, Ches., etc 
Box 4065 Ad. Weekly 180 Fleet St BC4 


PARTNERSHIP 
required 


Advertiser age 43 years, with 
exceptional speciality selling 
record, would consider partner- 
ship or interest in Advertisin 
Agency in Birmingham area wit 
view to establishing himself. 
Capital available. Strictest con- 
fidence assured to all replies. 


Box No. 39, 
Smiths, 19-21, Corporation St., 
Birmingham, 2. 


SPECIAL ANNOUNCEMENT 


“GET RIC H IN SPITE OF YOUR- 
SELF. by Louis M. Grafe An 
astonishingly simple formula which 
anyone can use to achieve wealth and 
success. At all bookshops every- 
mer 6s. net (postage 5d.) World's 

Work, Kingswood, Surrey. 


See July 6 issue of Apver- 
TISER’S WEEKLY, pages 52, 53, 


~> 


54 and 55, for the Services 
& Supplies Feature. 

August 3 will be the 
next issue containing this 
Feature. 


to WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY 


U 


PRINTERS 


/ 


aren’t magicians 


but can transform 


a blank page into 


a selling 


wcapon. 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-C-4 
City 6480 


— 


Printed by St. Clements Press Limited, Portugal Strect, Kingsway, 


Jucy 13, 1956 


— STOP PRESS — 


PRINT WAGES: NEW TALKS 


A further meeting was held on 
Wednesday afternoon at the offices 
of the BFMP between representa- 
tives of the printing employers— 
the Federation and Newspaper 
Society—and the five non-craft 
ni the National Unions of 
Printing, Bookbinding and Paper 
Workers, Scottish Typographical 
Association, National Society of 
Electrotypers and Stereoty pers, 
NATSOPA, Monotype Casters and 
Typefounders Trade Society. These 
unions received pay increases from 
January of this year. They are now 
seeking further adjustments in view 
of larger increases given subse- 
quently to certain crafi unions. 


T. FF. (Buster) — - who 
recently retired from the —— 
advertisement managershi _ 
“Birmingham Gazette” & 
elected an honorary life LA of 
the Press Advertisement Managers 
Association. 


“Scooter and Three Wheeler” has 
been placed on the list of pub- 
lications approved by the British 
Cycle and Motor Cycle Traders’ 
Society. 


On July 26, the “Evening News” 
will celebrate its 75th anniversary. 


Brylcreem county cups for out- 
standing performances in first-class 
cricket are now on display at 
Selfridges, and the latest test scores 
are available to the public. Bryl- 
creem agents: G. S. Royds Ltd. 


ABC Television have agreed to 
release their press and publicity 
manager in Manchester, Oswald 
Dearden, in order that he may 
accept an appointment as assistant 
manager of the “Manchester Even- 
ing News”—a new in which 
Mr. Dearden will be dealing with 
the commercial side of the paper 
with particular reference to promo- 
tion, publicity and distribution. 


| producers, facilities, services 
‘ equipment available. 


The directory will be revised each 
May and sells at half a guinea. The 
scope will be enlarged to take in 
the production side of feature films, 
and classifications giving the names, 
addresses and telephone numbers of 
technicians in the industry will be 
included. 


Free copies are being distributed 
to all advertising practitioners, mem- 
bers of the Institute of Public Rela- 
tions, producers of short films, Inde- 


guineas for half the front cover or 
the whole of the back cover: full 
page, 40 guineas. 


Photorama Photographic Features 
Ltd., London, is a new company that 
will devote itself to picture features 
of international interest. Its three 
directors are Duncan Melvin and 


= on Midland commercial 


For the first time, the USA is 
participating in the British Food 
Fair—to be held at Olympia, 
August 28-September 15. The stand 
space represents the largest area 
ever allocated in the history of the 
Fairs to any British or overseas 
exhibitor—no less than 6,676 square 
feet. The aim of America’s exhibit 
is to present as broad a picture as 
possible of what America produces 
in food, how it is grown, processed 
and marketed. 


ESQUIRE’S BRITISH EDITION FOLDS 


The July issue of the British edi- 
tion of “Esquire’—the monthly 
men’s magazine selling at 4s. 6d. per 
copy—is the last one to be pub- 
lished in this country. Arrange- 
ments have been made for a limited 
number of copies of the American 
edition to be distributed in Britain 
by Transworld Circulation Co. 


The future of Press and General 
Publicity Service will, it is under- 
stood, not be in any way affected 
by the failure of one of their clients, 
Recordiscs (London) Ltd., who owe 
the agency £10,406. Press & General 
have paid all the publications in 
which they have placed Recordiscs 
advertising. 


The Peak Park Planning Board 
has decided that the Peak Park 
National District is an area where 
outdoor advertising should be as 
inconspicuous as possible. At its 
meeting this week, it agreed to make 
an Order defining the whole of the 


registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
109-119 Waterloo Rosd, London, S.E.1 (Waterloo 3388.) 


Advertisement, Editorial and Sales office: Mercury House. 


Park as an area of special control. 
The only district to be exempt will 
be the central one of Bakewell— 
where the meeting was held. 


The Natural Rubber Development 
Board’s annual report for 1955 states 
that assistance was given in the 
compilation of over 1,000 articles, 
mainly technical, in journals all 
over the world. Some of the articles 
were derived from “Rubber De- 
velopments,” the board's quarterly 
journal. Almost every aspect of the 
industrial use of rubber was dealt 
with, and editorials and publications 
were backed up by means of film, 
radio and advertising. In all, 48 
new publications were issued and 
357,000 copies of booklets were dis- 
tributed during the year to the 
major industries. 


“Staybrite Chronicle”—a_ new 
12-page house magazine for Firth- 


London, wc 3 tor the preprictors, Business Publications Limited, 


: 
a” , 
; ee fF 
ye Po 
ee 
4 “Kemp’s Film and TV Direc- 
4 tory,” published this week, contains 
Ps alphabetically classified sections of 
. i: 
29 ee 
4 
a 
al 
a 
: Bo 
b pendent TV contractors, sub-con- 
: tractors and commercial producers. 
i Advertisement rates are 100 
| fe Pe 
“4 David Sim (both photographers), 
es — 
7 “Autosport” will publish their 
: special British Grand Prix report 
ae a 
Wi a 
te af . 
“4 
“y 
| ae 
24 BP 
US 
Vickers Stainless Steels Ltd.—is 
= | being produced by Roylee. 
—] y 5 ison : ie “ae 7 ‘ . a ha ve et q a _ i : 


